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Cold Weather 
Sells the 
Heating Pads 


ANY people use an Electric 
Heating Pad practically 

every night through the winter 
to warm up the bed-clothes be- 
fore retiring. Then too the cold 
wet season aggravates ills, like 
neuralgia, that the heating pad 
does so much to relieve. Alto- 
gether the time is now at hand 
when these articles can be most 
readily introduced. The stations 
that begin early will get the 
revenue from them all winter. 
Remember Simplex Pads have 
given the best satisfaction for 


years. 


SHEXTLEORCHEAINC 


Cambridge, Mass. 


Monadnock Building, Chicago 
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Sell Service 


You’re looking for goods 
that are easily sold, that stay 
in order, that the consumer 
uses whenever possible and is 
proud of. 


Aren't you? 


If you are looking for that 
sort of chafing-dishes, percola- 
tors, disc heaters, curling-iron 
heaters and flat irons—we can 
do business together. 


In selling American goods 
you are selling solid comfort, 
you are selling constant service. 


Why not sell goods that 
will be a continuous source of 
revenue after the sale? That 
means more than a little profit 
on the sale. 


We have a catalog for you 


—free. 
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American Electrical 
Heater Company 


Detroit, Michigan 








In writing to advertisers, mention ‘‘Selling Electricity.’’ 
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Sell What the People 
Want to Buy 


HERE is a constant trend of the public mind 

toward better taste in lighting fixtures and_port- 

ables, toward a realization of the beauty of simple, 
graceful lines. 

The public is breaking away from the clumsy, over- 
decorated brassware that delighted tinsel-loving minds of a 
few years ago. 

Are you taking advantage of this turning toward true, 
simple beauty and good craftsmanship? 

Do you realize the popularity of the well-made, simple, 
graceful — yet sturdy, Miller portable lamp? 

Don’t you think you might as well sell what the public 
wants? 


Look at this 
Example 


Note its graceful lines 














—its simplicity. 


Our catalog tells more about it and others. 


Edward Miller & Company 


Meriden, Connecticut 
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In writing to advertisers, mention ‘Selling Electricity.”’ 
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IT IS OUR BUSINESS 
TO GET 


NEW BUSINESS FOR YOU 


























We can do it if you will give us a chance. 

We have been doing it for other companies and know what we 
are talking about. 

We don’t serve our clients with luke warm syndicate matter. 
We give them absolutely individual treatment. 

First we locate the cause, then the effects, and finally show the 
remedy. 

That is what our Commercial Engineering Investigation consists of. 

It shows you where your commercial department is weak and 
shows you how to strengthen those spots. 

Then, if desired, we will “apply the remedy” we have pre- 
scribed. 

We don’t give you valueless advice —we back our statements 
by work. 

Let us hear from you in regard to this proposition. 

It may mean money to you. 

Write us to-day. 


























C. W. LEE COMPANY 


West Street Building NEW YORK 
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When a Customer Kicks 


‘Three-quarters of the complaints that reach your office are caused by high bills. 

Customer claims he didn’t use so much current. Meter says he did. You 
must rely on the meter, of course. 

But is the meter reliable? 

To satisfy the customer—and yourself—you order the meter tested and if you 
find it wrong YOU LOSE—your prestige with customer, the amount of the adjust- 
ment of the bills, the cost of repairing the meter and—YOUR TEMPER, but— 

‘The customer tells his friends. 

Next time any of these friends has a high bill he kicks. 

More inspections, tests, repairs, adjustments-—all costing money. 

What are you going to do about it? 


THE WISE THING is to ADOPT Fort Wayne TYPE K METERS 


They are RELIABLE. ‘They require the minimum of inspection—practically 
no repairs. [hey are ABSOLUTELY dust- and insect-proof. They are sturdy— 
built for PRACTICAL service. 

Bulletin 1053 tells the story. Get it. 


FORT WAYNE ELECTRIC WORKS 
“ Wood” Systems FORT WAYNE, IND. 


In writing to advertisers, mention ‘‘Selling Electricity.’’ 
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THE NEW 


Electrocraft Illustra- 
ted List of Officially 
Approved Electrical 
Supplies 


is now in preparation and will shortly be issued. 
































The publishers make the further important announcement that 
in view of the extraordinary influence exerted by this unique publi- 
cation in promoting National Code construction practice, and for 
the purpose of giving the widest possible extension to its field of 
activity, it will hereafter be distributed 


Absolutely Without Charge. 


The new Electrocraft Illustrated List is a vast improvement on 
the old publication. The pages have been greatly enlarged to allow 
of fuller description and finer representation of the different lines of 
material; and in paper, type at illustration the new list will be a 
beautiful example of the printing art. In it will be found everything 
electrical that has successfully passed the tests of the Underwriters’ 
Laboratories and that should be used in National Code construction 
work; and all clearly described and strikingly illustrated. 


The revised National Electrical Code, with many finely made 
cuts and drawings illustrating the application of the principal rules 
will continue to form an interesting and highly valuable feature of 


the book. 


POSTSCRIPT IMPORTANT: The mailing list is now being revised. In order to avoid 
the omission of names and to ensure perfect accuracy in the addresses, all persons wishing to receive 
copies of the new list are requested to write the publishers at once. In all cases, the letterheads of 
the applicants must be used in order to gain attention. 


Electrocraft Publishing Co., DeTRorr Mick 
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A BOOK ON 


Business Getting 


BY MEN WHO KNOW 











The National Commercial Gas Association New Busi- 
ness Report for 1909 is a bound book of 136 pages, pro- 
fusely illustrated. 


The underlying principles of central station commercial 
success are the same, whether gas or electricity be the 
service, and the information this book contains is invaluable 
to every man whose work is selling electricity. 


It is\:not abstract theory and advice, but a record of 
experience and actual achievement. 








HERE IS A PARTIAL LIST OF CONTENTS: 


Initiative, - - - - - Elbert Hubbard 
Success in Salesmanship, - - - Charles N. Crewdson 
The Solicitors Opportunity, - - - - A. B. Leach 
To the Young Man, - - - Leslie M. Shaw 
The Right Business Spirit, - - - “Waldo Pondray Warren 
Commercial Plans Require Judgment, - - - Alex. J. Campbell 
New Business ‘‘ Don’ts, - - : - - M. C. Osborn 
The Newspaper as an Ally, - - - Charles M. Cohn 
The Necessity of a Higher Standard, - - - - C. W. Hare 
Advertising, Printed and Personal, - - La Forest F. Blyler 
Promotion Not Competition, - - - George Williams 
Illuminating Engineering as a Business Getter, - E. Leavenworth Elliott 
Show Window Illumination, - - T. J. Litle, Jr. 
Hints for Arranging a Show Room, - - - C. E. Moore 
Organization of New Business Department, - - EB. N. Wrightington 


EDITED BY GEORGE WILLIAMS. 











There Are Only a Few Copies Left--Order Now 


Price $3.00 
Order from FRANK B. RAE, JR., Publisher 
74 CORTLANDT STREET, NEW. YORK CITY 





























In writing to advertisers, mention ‘‘Selling Electricity.’’ 





Selling Electricity December, 1908 








Table of Contents for October 


Tire Trouble Frontispiece 
Editorial 103 
A ‘*Dollar Idea’’ 104 
Illuminating Engineering Society Convention T. W. Rolph = 105 
A Report of the Proceedings at Philadelphia. 
Two ‘‘ Dollar Ideas ’’ 108 
Something New in Central Station Advertising Howard K. Mohr 109 
A ‘‘Dollar Idea ’’ 113 
A ‘‘ Dollar Idea’’ 114 
Kansas Association Gets Together 114 
An Adventure in Overalls R. A. MacGregor 115 
A Personal Experience which Shows the Value of Getting Down to First Principles. 


Illuminating Engineering J.S.Codman_ 119 
A Paper Read Before the Ohio Electrical Convention. 


Spectacular Lighting in Syracuse 124 
A Carnival that Depends upon Lighting for Success 

A ‘‘Dollar Idea’’ 128 

News and Reviews 129 

Do Your Share 135 


Table of Contents for November 


Efficiency Frontispiece 
Editorial 153 
Welding the Tungsten Filament S. E. Doane = 156 
Tungsten Row Frank B. Rae, Jr. 157 
Tungsten Lamps in Waterville, Me. W.S. Wyman 160 
Introducing Tungsten Lamps in Minneapolis H. J. Gille 161 
A ‘*Dollar Idea ”’ 163 
The Use of Reflectors .J. Cady 164 
Successful Selling and Renewal Schemes . Mathes 165 
Tungsten Street Lamps Withstand Lightning 167 
The Sectional Display Booth . S. Root 168 
A ** Dollar Idea ’’ 170 
Gain in Income Due to Tungstens 171 
A ‘** Dollar Idea ’’ 172 
The Tungsten in South Bend 173 
Tungsten Lamp Usage Albert J. Marshall 175 
What the Rating of an Incandescent Lamp Really Means T.W. Rolph = 177 
Low Voltage Tungstens 180 
Tungsten, ‘‘The Electric Welsbach,”’ H. Thurston Owens 181 
The Selling End of the Business: An Announcement 183 
Tungsten Lamp Clusters for Store Lighting John G. Larned ~ 184 
No Tungstens in this Town 185 
Fighting Gas with Tungstens in Brooklyn 186 
Indirect Illumination Augustus T. Curtis 189 
A ‘‘ Dollar Idea ’”’ 191 
What the Lamp Makers Say 192 
Jovians at Buffalo 193 
News and Reviews 194 































































SELLING ELECTRICITY 


Published monthly by Frank B. Rae, Jr. Earl E. Whitehorne, Managing Editor. Editorial 
and Advertising Departments: 74 Cortlandt Street, New York City. Telephone 2314 Cortlandt, 
Private Branch Connecting all Departments). 
Publication Office: American Building, Brattleboro, Vt. 


NOTICE.— Advertisements, Changes in Advertisements, and Reading Matter intended for 
any month’s issue should reach this office not later than the fifteenth of the preceding month. 


Entered as second-class matter, February 28, 1908, at the Postoffice at Brattleboro, Vermont, 
under Act of Congress of March 3, 1879. 





Vol. 





IV DECEMBER, 1908 


CONTENTS 


Hesitation Frontispiece 
Electric Advertising Editorial 217 
Prizes Awarded in an Electric Advertising Contest 219 
Ten “ Dollar Ideas” from Dayton 225-231 
Electric Advertising in Dayton H. W. Chase 232 
Turning an Accident to Account 235 
A “Dollar Idea” 3 


Electrical Advertising in Elmira H. M. McConnell 237 
A “Dollar Idea” 
The Penny Arcade and Moving Picture Show 


The National Advertiser and the Central Station 

Thos. E. Valentine 
Improve the Design George Williams 
A “Dollar Idea” 
Illuminated Painted Signs H. J. Mahin 
The Selling End of the Business George B. Spencer 
A “ Dollar Idea” 
Satisfaction 


A “ Dollar Idea” 


nN NN 
on 
> 





Albert J. Marshall 


Incandescent Electric Lamp Efficiency 






T. W. Rolph 
Our Business and Yours Editorial 


News and Reviews 








Copyright 1908 by FRANK B. RAE, JR. 




































= ee SSS 




















F he who hesitates 
is lost, think what 
the world loses by 
the combined and 
cumulative hesitation of 
the race of man! 

Do it now—on time! 
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Electric Advertising 


to failure, and that is weakness upon the part of the man who 

plans it or puts it into effect. It makes no difference where your 
town is or by what class it is populated; it makes no difference what your 
rates are, how poor your clients, how sodden and unprogressive your 
merchants. Electric Advertising can be made popular and profitable any- 
where—to a greater or lesser degree. 


() NLY one thing can foredoom a campaign for Electric Advertising 


lighting. It consists in booming the town. That is the reason it 
succeeds. Where a company simply sells signs and displays, Elec- 
tric Advertising fails. 

The first requisite of a successful Electric Advertising campaign is to 
make it plain to the public that this class of illumination is a civic benefit— 
that it enlivens the town, draws trade from outlying districts, keeps at home 
the trade which now goes to “the city,” and stimulates local business. The 
matter then sifts down to a question of local pride, enthusiasm and progres- 
siveness, and these must be developed by every means possible. Merchants’ 
Associations should be prodded into activity. All clean wholesome amuse- 
ments should be encouraged. Favorable legislation, increased railroad 
facilities, better hotel and restaurant accommodations, improvements in 
parks and public buildings, more complete merchandise stocks, snappier 
newspapers—these have small bearing, seemingly, upon the electric light 
business, but they are things for which the lighting company should strive. 
They mean civic progress and such progress is the foundation of successful 
Electric Advertising. 

Some central station men will quarrel with this view and declare that 
they are too much taken up with the problems of their own business to 
waste energy in that of other people. Perhaps; but no large central station 
success can be made except where there is constant, visible, enthusiastic 
civic progress everlastingly advertised and encouraged. 


ging. ADVERTISING does not consist in signs and outline 
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COMMON cause for the half-failure of Electric Advertising cam- 

paigns lies in the adoption of ready-made ideas, plans and proposi- 

tions. Someone reads of a scheme which has worked out successfully 
in a distant town and forthwith appropriates it in toto. Local conditions 
are forgotten or disregarded. And failure, complete or partial, is fore- 
doomed. 

Electric Advertising must be cut to fit. While most any scheme or 
plan can be adopted to almost any set of local conditions, not once in a 
hundred times can it be taken bodily and made to serve. Human nature is 
pretty much the same everywhere, but only fundamentally. Environment 
plays a big part in the way men look at things. 

On the other hand many men make “local conditions” a bogey or adopt 
a narrow-gauge plan of campaign which is trimmed to meet every whim 
and spoken or implied objection upon the part of anyone who might care 
to speak. An adverse sign ordinance, a cranky director, a few penurious 
merchants, a down-hearted solicitor who declares “it can’t be done”’— 
these are the things which have caused many a good Electric Advertising 
campaign to die a-borning. Objections and adverse circumstances which 
tact and courage and persistence could have removed or overcome, are 


allowed to so warp and trim the original plan that it becomes impotent, and 
in a large sense, a failure. 


iasm will overcome every obstacle and minimize every mistake. But 
it will do more—it will be infectious so that not only will your prospec- 
tive customers be convinced of the advantages of Electric Advertising, but 
those who have made the investment will continue to believe in it, will feel 


[ you start after Electric Advertising, do it enthusiastically. Enthus- 


that it is a vital part of their business—something to enthuse over, brag 
about and enjoy. 
The pot must be kept boiling, the interest sustained; progress and 


prosperity must be manifest; your customers must be kept in constant 
ferment. 


We may deprecate the so-called “circus stunts” such as hiring an air- 
ship artist to distribute dodgers or turning off the city lights to show people 
what darkness is like, but it is significant that these very “stunts”—and 
the spirit which evolves them—is the successful spirit of bubbling en- 


thusiasm which creates business out of thin air and accomplishes the all- 
but-impossible. 
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Prizes Awarded in an Electric Advertising 
Contest 





$15.00 for Best Photograph of an Electric Advertising Installation 
$10.00 for Best Argument for Electric Advertising 


N conversation with Mr. George 
Williams, commercial genius 
of the Doherty interests, it was 

suggested that a prize offer be made 
by SELLING ELecrricity to the com- 
mercial men of the various Doherty 
companies for the hest argument for 
Electric Advertising and the best 
example of an Electric Advertising 
Installation. 

The terms of the offer are set forth 


in the following letter: 


My Drar Mr. WILLIAMS: 

The December issue of SELLING ELEC 
tricITY will be devoted to Electric Adver 
tising—that is, sign outlining and other 
forms of advertising by electric light. To 
stimulate interest in the magazine among 
the commercial men of the Doherty Com- 
panies, I make you this offer, which | 
trust you will transmit not only to men 
within your own organization, but also to 
such friends and acquaintances as you 
think will be interested. 

We are offering two prizes—one of $10 
for short items entitled “My Best Electric 
Advertisement Argument.” These items 
should contain a terse, clear impression of 
the best argument the writer has for secur 
ing sign, outlining or long hour ‘window 
lighting business. 

In addition to the $10 prize for the best 
item on these lines, we will pay $1.00 each 
for all items which we publish—that being 
sufficient to reimburse those whose areu 


ments do not win the prize for the small 


amount of time necessary to putting sami 
On paper 

We also offer a prize of $15 for the best 
photograph of sign outlining or window 
lighting installations and will pay $3 each 
for all such pictures published which did 
not win the priz In judging these pic 
tures, we will consider not the magnitude 
of the installation, but its unusual or orig 
inal qualities. Thus, I recall as one of the 
most interesting pictures I ever saw that 
of a lunch wagon in Madison, containing 
some fifty lamps in outline. The man who 
could see such an opportunity and securs 
such business is worthy of encouragement 
and I should be inclined to award the priz 
to such a photograph rather than to one 
which counted on its size alone for interest 

In the judging of these pictures and argu 
ments, I solicit your assistance as one of a 
committee of three and am inviting Mr. Jos 
IE. Becker, of the Brooklyn Edison Co., as 
the second member of the committee, with 
our managing editor, Mr. Earl EF. White 
horne, as the third 

I trust that you will give this matter in 
mediate attention and co-operate with us 
in securing representative material, as | 
feel such competitions are of the greatest 
benefit and assistance in sustaining the in 
terest of new business men and stimulating 
them towards excellence 

Yours very truly, 
FRANK B. Rae, Jr., 
Editor 


Mr. Williams communicated our 
otfer to the New Business Staffs of 


all the Doherty companies and also 
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invited contributions from a number 


of other central stations in small 
cities, who have been making active 
and successful campaigns for electric 
advertising business. The competi- 
tion was arranged on such short 
notice (December 5th being the time 
set for judging the entries), that it 
was deemed inadvisable to attempt 
to secure the 


Also, and obviously, it 


contributions from 
whole field. 
would be unfair to stations in 
smaller cities to ask them to compete 
with such displays as are to be seen 
in New York, Chicago, Brooklyn, 
Philadelphia, Boston 


cities of like rank. 


and other 
The contest was therefore limited 
to companies who are fighting their 
fight on the common ground, and 
whose attainments 
may serve as criterion and encour- 
agement to all men interested in the 
selling of current for Advertising. 


The men in the’ great cities, with 


methods and 


the enormous population enhancing 
the value of all outdoor advertising 
past computation, are in a class by 
themselves. 
the 


But things possible in 
cities are attainable 
throughout the land and it was to 
the men who are doing such work 
that our appeal was made. 


smaller 


Contributions were received from 
Scranton, Pa.; Easton, Pa.; Dayton. 
Ohio; Rockford, Ill.; Muncie, Ind.: 
Marion, Ind.; Atlantic City, N. J.; 
Memphis, Tenn.; Montgomery, Ala.; 
Denver, Col.; Lincoln, Neb.; Al- 
toona, Pa., and Auburn, N. Y., and 
there were in all about 130 entries. 


In awarding the prize for the pho- 
tograph of the Best Electric Adver- 
tising Installation it was extremely 
difficult to reach an ultimate de- 
Each case was considered on 
that 


is, the number of lights was not the 


cision. 


its merits as an achievement, 
determining factor, but the artistic 


effect as well as the evidence of 
ingenuity and enterprise on the part 
of the central station. Also the size 
of the installation in relating to the 
nature of the consumer’s business 
has a very direct bearing. 

In short, the winning photograph 
stands for more than so many lights 
It represents the highest degree of 
real advertising merit, of direct ap- 
peal, of artistic outdoor illumination. 
The other entries which we repro- 
duce with honorable mention, are 
widely different in character, and in 
kw. demand, but they were con- 
sidered by the judges as not repre- 
sentative of the 


same degree of 


originality and advertising value. 


The prize for the Best Electric 
Advertising Argument was allotted 
in recognition of the fact that in ad- 
dition to the strength of the argu- 
ment itself, there are in every line 
of the winning entry suggestions of 
an infinite number of practical illus- 
trations and further arguments. 

What we desired to bring out in 
this contest was a real bona fide pro- 
cess of reasoning which any reader 
of SettinGc Evectricity could apply 
We feel that 


this aim has been realized. 


to his one good use. 
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Example of Electric Advertising contributed by Mr. E. J. Blease, Scranton Electric Company, 
Scranton, Pa., and winner of the $15.00 prize 
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A Scranton Installation 
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A Scranton sign containing 398 4-cp. 
lamps and operated by a flasher to give 
the appearance of motion. The lamps on 
the water, and smoke are colored to blend. 
Entered in contest by Mr. T. C. Walsh, 
Scranton Electric Co., Scranton, Pa 








\ unique example of Elec 
c Advertising in Rockford 

Ill. Designed and entered 

by the Rockford Electric 


Compan 
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A monster outlining installation in Lincoln, Nebraska. Entered in the contest by the Lincoln Gas & Electric Co. This 


installation has been on the company’s lines for the past four years, and burns on a midnight schedule 





THE PRIZE-WINNING ARGUMENT 


My Best Electric Advertising Argument 


By M. J. Lewis 


Easton Gas & Electric Co., Easton, Pa. 

Electric advertising is a concentrated mentalizer. 

In mentalizing it uses the most resourceful and forcible sense—sight. 

It associates you with richness, quality, worth and abundance. 

It places in the mind fitness, character, personal qualities and business 
abilities. 

It tells the public you use the best to sell the best. 

It emphasizes the artistic because it is a beautiful way of doing a beau- 
tiful thing. 

No limit to style or size permits one to be original and to do it “dif- 
ferent.” 


To be “different” promotes success. 
By giving impression to much, you become much. He who becomes 
much, receives much. 


Indelible, lasting, favorable publicity. 
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CHOSEN FOR HONORABLE MENTION AND THE 
SECONDARY PRIZES 


My Best Electric Advertising Argument 


By ArtTHUR C. AKIN 
Montgomery Light & Water Power Co., Montgomery, Ala. 


Electric Advertising, Mr. Jones, is conceded in recent years by the most 
judicious advertisers to be the most economical, impressive and effective 
method of publicity. 

It indelibly imprints your location upon the public when it is in the 
most receptive frame of mind—when it is relieved ot its daily cares. 

It cries aloud your message of superiority ; characterizes and individual- 
izes the class of business transacted on the interior. 

It magnetizes the masses—appeals to all classes alike—creates an 
investigative interest. 

And in all, it equips the merchant with the most modern “fire-arms”’ 
for waging war in the battle of “Competition.” 





My Best Electric Advertising Argument 
By H. A. WaAITE 


Easton Gas & Electric Co., Easton, Pa. 


Advertising is simply creating favorable notoriety, coupling name, bus- 
iness and location so close that one being mentioned the others are in mind. 

The time to advertise is all the time, and the face of a business is its 
front. 

An Electric Front attracts attention, is as good as a hand-shake and is 
a proxy for the firm when the store is closed. It stamps the merchant as a 
progressive, aggressive, enterprising business man, promotes civic pride 
and makes live towns into prosperous cities. 

It clinches all other forms of advertising and is the most modern, best 
and cheapest when measured with results. 





My Best Electric Advertising Argument 
i By Henry H. HAL 


Scranton Electric_Co., Scranton, Pa. 


The time was when the proprietor of a place of business could put out a 
small swinging sign, wooden Indian, hitching post, bicycle rack, or give out 
iH cards to passersby, and thus make his establishment a landmark. 

Modern methods have changed this and the man of business who would 

hold trade and acquire new customers, must impress his sign upon the 
public by night as well as by day. 
NW A properly lighted electric sign makes the place it denotes a landmark, 
ij for the reason that the average person will pass a place of business a hun- 
i dred times by day without even learning its name or being attracted to 
its wares. 

At night, however, he cannot escape. The electric sign has his atten- 
tion as the proverbial flame has its moth. It becomes impressed upon hin 
that he is passing a landmark and the result is obvious. Its quiet insistence 
appeals to him as no other means can. Ask the average person. 
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A Dollar Idea Ss 


Mr. H. W. Chase 





Contract Agent, The Dayton Lighting Co., Dayton, Ohio 


NLESS great care is exercised, electrical window displays are apt to become monotonous, 

| especially around holiday time when people are expecting something out of the ordinary. 

Thanksgiving eve we placed in one of our large display windows a regular pig-pen, 

trough, pig, and all as shown by photograph. The pig was very young and willingly took milk 

from a nursing bottle. This gave us an excellent opportunity to use the electric milk warmer, 

and near the warmer this window card appears, ‘* Not satished until he gets it—Our Service.” 
Then on a panel on the fence, facing the window, is the sign 





Anywhere in Dayton 
Electric Light and Power 


CHEAP 











and on another panel ‘‘ No Grunting or Squealing where Tungsten Lamps are used.” In the 
end of the pen is the electric oven and a card announcing that the pig will be roasted by 
electricity Saturday evening. 

The entire expense of this display did not exceed $5.00 but the actual results were sur- 
prising. The sidewalk was crowded with people during the day and late in the evening, and 
although several attempts were made to get a photograph, we found it necessary on account of 
the crowd to wait until midnight. We feel that through this display we have established our 
location in the minds of many people who are w atching for our next window attraction. 
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A Dollar Idea 


C. A. Elliott 
Representative, The Dayton Lighting Co,, Dayton, Ohio 


T has often been noted as a train passes through a well lighted town, 
passengers enquire, “What town is this?” The Dayton Lighting 
Company made an arrangement with the Chamber of Commerce to place 
four illuminated bill boards, one on either side of the railroad at the east and 
west ends of the city. These boards are fifty feet long and fifteen feet high 


and are placed at just the right height to catch the eye, from the car windows, 
and read as follows: 





Dayton, Ohio, 130,000 People 


A good town in which to live and 
do business 


Electric Light and Power 
CHEAP 
Write the Chamber of Commerce 











The Chamber of Commerce paid for the boards, but were able to get 
them at a very reasonable price for it was explained that the Dayton Light- 
ing Company as a matter of civic pride was furnishing the light free of 
charge, the purpose being to boost Dayton. The Company also furnished 
and set the poles upon which the boards were erected. For lighting these 
boards 16 candle-power lamps are used in the ordinary bill board reflector 
and are switched on and off by a suitable solenoid switch connected onto the 
street series arc circuits. We feel that this is not only boosting Dayton but 
helping the Lighting Company. 




















A Dollar Idea 


Mrs. L. Ward 
Domestic Representative, The Dayton Lighting Co., Dayton, Ohio 


Hew best to introduce electrical appliances in the home is a subject 
that interests every central station, for it is through the introduetion of 
these appliances that fifty per cent of the old houses are eventually wired. 

tte In Dayton we encourage the prospect to run a line through the cellar, 
arranging for a baseboard connection in the parlor for the fan, in the living 
room for the sewing machine motor, and in the kitchen for an iron or cooking 
appliance. This wiring can be installed with very little expense and it 
usually means the wiring of the entire house with very little additional effort. 
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A Dollar Idea Sa: | 


Ff % 
~ba 
Mrs. L. Ward — P 
Domestic Representative, The Dayton Lighting Co., Dayton, Ohio JK 


HE electric heating pad is a very satisfactory appliance to the con- 

sumer, when once it is installed, but must be tried to be appreciated. 
To enable us to present this and other appliances at the proper time, we 
visit the office of the Board of Health each morning and secure a record of 
the births, then make a personal visit to the several homes and leave either 
a heating pad, water heater or milk warmer, never mentioning price, but 
simply explaining the merits of the device under the circumstances. 

In our experience 90% of the appliances placed in this manner are sold 
and eventually lead to the use of other electrical devices in the home. 











A Dollar Idea 


Miss Harriet Blewer, Chief Clerk New Business Department Ma ,; 
The Dayton Lighting Co., Dayton, Ohio Jt 


A PROMOTER came to Dayton with an aeroplane and stated that he 
proposed to place his machine on exhibition for one week, his object 
being to derive sufhcient revenue from admissions to defray the transportation 
expenses and make the flights, etc. The Dayton Lighting Company being 
satisfied that his machine possessed the flying qualifications agreed to set 
poles and provide a canvass enclosure for his exhibition while the aeroplane 
was not in flight, providing he would distribute advertising circulars from 
the aeroplane while making the trips from the fair grounds to a factory 
chimney down town and back. 

His exhibition and flights were successful and the Company was well 
paid for its investment, for thousands of people would fall over each other 
to catch a circular, falling from the aeroplane, which read on either side 
as follows: 





Anywhere in Dayton 
Electric Light and Power 
CHEAP 
The Dayton Lighting Co. 
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A Dollar Idea 


H. W. Chase, Contract Agent 
The Dayton Lighting Co., Dayton, Ohio 


OOKING demonstrations bring results but are usually expensive on account of the 
necessary newspaper advertising. As an experiment The Dayton Lighting Company 
held a week of demonstrations and each demonstration was attended by not less than 

fifty ladies, the total attendance for the week being three hundred and twenty. This was 
accomplished in the following manner without the aid of the newspapers. 

In our regular New Business work, the city is divided into districts, each district 
being numbered. A prize of $10.00 was offered to the representative securing the largest 
attendance to the demonstration from his own district. Monday was assigned to district 
No. 1, the invitation card being green in color, Tuesday to district No. 2, the invitation 
card being pink, and so on during the entire week, the color of the card and the district 
being changed daily. The card read as follows :— 


No. This card will admit No. 
M Residing at OE. 


to the Electric Cooking Demonstration to be held at the 
new display room of The Dayton Lighting Company, in , P 
the Commercial Building at Cor. of Fourth and Ludlow door. The winner of 


See that this Coupon 


is returned to you at the 


Streets, September , from the prize must pre- 
2:30 to 4:30 p. m. 
A useful Electric Appliance will be given absolutely . . 
Pl & TI ts A demonstration will 
Ms 


sent duplicate Coupon. 


Free to the person holding the “lucky number. ; ; 
number to be selected by drawing one from total number be given each day this 
of cards handed in at door. week. If you wish to 
attend please ask for 


ticket. 


This ticket presented by 


© Griddles 


Machine 


=R. 


Iron... 


PANCAKI 
WASHING 
Waffle 


(Reverse) 
demonstrated, please mark 


or 
Milk Warmer 
Sterilizers 


Below we give a partial list of the appli- 


ot Warmers. 


is any particular one you would like to see 


ances we will have on exhibition. 


in operation 





lnstrument 


It will be seen that each invitation was signed by the representative who presented it, 
and the name of the party it was presented to also appeared. Each invitation had a numbered 
coupon attached and the card bore a corresponding number. As these invitations were 
presented at the door the coupon was detached and retained by the lady, then at the close 
of the demonstration these cards were placed in a hat and a number drawn from same, 
the holder of the coupon bearing the corresponding number was given a useful electrical 
appliance absolutely free. 

The entire expense of this demonstration was $68.75 and during the week 32 irons 
were placed on trial, 14 sold outright besides 2 disc stoves, 3 heating pads, 1 sewing machine 
motor and 1 coffee percolator. These were immediate results. We have since placed these 
cards in the hands of our representatives who are still making direct sales as a result of 
the experiment. 
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A Dollar Idea 


L. J. Sewell 
Representative, The Dayton Lighting Co., Dayton, Ohio 





HE Dayton Lighting Company is a firm believer in the value of prompt service in every 

department and in every detail. Experience shows that consumers are eventually lost on 

account of seeming neglect. Our experience has been that when a housewife decides to 
try an electric iron or cooking appliance she wants it AT ONCE. 

As our domestic solicitors go about in the districts each order for appliances is telephoned 
to the office; these orders are executed by a colored porter about eighteen years of age. He is 
dressed in uniform, each button bearing the monogram of the Company (D. L. C.) and in gold 
letters on the front of his cap ‘‘ The Dayton Lighting Company.” 

We promise delivery in thirty minutes. 


FT 




















A Dollar Idea 


Howard J. Tobias 


Representative, The Dayton Lighting Co., Dayton, Ohio 





XTENDING the lines into the outlying districts means a large investment ; to off-set this, 
central stations are anxious to obtain as many consumers as possible, at the time the con- 
struction force is in that vicinity. 

As soon as the poles are set, solicitors start on a house-to-house canvass endeavoring to 
get the signatures of that class who always want to wait until they are sure the company will 
run the line. In addition to the personal solicitation, The Dayton Lighting Co. has found that 
a sign neatly painted and placed on the poles at the intersection of the prominent streets in the 
new district is very beneficial. The signs read as follows: ‘Do you know that you can now 
obtain Electric Light and Power in this district —Cheap?” 

These signs are the well known “ picture frame” type with eight candle power lamps 


studded around the edge for the illuminating effect, 
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A Dollar Idea 


E. He »ward Heathman 


Representative, The Dayton Lighting Co., Dayton, Ohio 





Tre Dayton Lighting Company display room is situated in the very 
heart of the business district. There are five large display windows, 
each one being 15 feet wide, 8 feet deep, and 12 feet high. One of these 
windows is set aside for the use of the different merchants. Many applica- 
tions are received in advance for this privilege and we have found it 
necessary to date these applications and ask each merchant to wait his turn. 

While we have been satisfied that this method was accomplishing good 
results, we felt that a comparison of different methods of illuminating this 
window would be a convincing proof of the virtue of tungsten lamps for 
distinguishing color 
| { value, therefore, we 
' wired this window 
for three separate 
lighting systems, and 
operated them on a 
flasher with an indi- 
cating ammeter in 
circuit and in the 
center of the display. 
The first method was 
carbon filament 16 
candle-power lamps 
placed in a modern 
trough reflector and 
the cost as was shown 
by amark painted on 
the indicating instru- 
ment scale was 0.028 
cents per hour ; the 
second, 32 candle- 
power lamps, carbon 
filament, equipped 
with the proper Holo- 














phane reflectors, the 









































cost being 0.032 cts. 
The Merchants’ Display Window per hour ; the third, 
The Dayton Lighting Company, Dayton, Ohio 80 candle - power 


tungsten lamps with 
proper reflectors, cost 0.018 cents per hour. A card was placed near the 
indicator which explained each change in simple language. The phot- 
ograph shows the appearance of this window display. 


We have found this to be our strongest argument in favor of tungsten 
illumination. 
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A Dollar Idea Ie, 
B. H. Gardner tel 
Power Engineer, The Dayton Lighting Co., Dayton, Ohio igh 


OME years ago a butcher operating an extensive sausage and meat grinding plant by means 
of a steam engine and boiler, resisted our efforts to interest him in electric drive. One 
day word was received in our office that his boiler had exploded and demolished the 

buildings, fences, etc., in the path of the flying fragments. The motor expert went out at once, 
and offered to help the butcher out of his trouble by loaning him the proper motors, and letting 
the results obtained demonstrate the economy of electric power. Photograph No. 1 shows a 
view of the results of the explosion, while No. 2 shows one corner of tbe shop as it was repaired. 
Needless to say our friend is a very enthusiastic booster for electric power. 

The photographs marked 3 and 4 show a similar condition of affairs in a village pumping 
plant on the outskirts of Dayton. The cause, effect and result are told clearly in the photo- 
graphs. This motor driven pump has been in continuous service for one year and is well liked 
by the owners. 

The time when the motor proposition sounds most appealing to a man is when he is in 
trouble and disgusted with some other power. 

The greatest opportunity for the electric power salesman is when the gas engine or 
boiler goes up. 
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Electrical Advertising in Dayton 


A Statement of Policy with Pictorial Evidences of its Success 


By H. W. CHASE 


Contract AGENT, THE Dayton LIGHTING Co., Dayton, OHIO 


In response to a request from SELLING ELeEctrRicity Mr. Chase has written the following article, a state- 
ment of the policy of his company. Electric advertising in Dayton has been made an unqualified success, both 
to the lighting company and to the advertisers, and it is interesting to hear from the man who has helped make 
itso. In submitting the article Mr. Chase says:—*‘‘ In going deeper into the subject, if we seem momentarily 
to go astray, you will understand why it is necessary, for I think that you will agree with us that electrical 
advertising is the same the world over, and is brought about through the proper manipulation and endorse- 


ment of other methods of advertising. In treating this subject | shall take it, first from the consumers stand- 


point and later from the central station standpoint, for I believe that readers of your publication would be as 
much interested in the one side as the other.’’—Ep. 
N cities of 50,000 and upwards, cen- Experience has also proven that 
tral stations have realized the ad- better results can be obtained by the 
vantages derived from the main- use of special men who work in con- 
tenance of a properly organized new junction with the regular men but 
business department. In most organ- devote their entire time to one par- 
izations of this character certain dis- ticular line of the business, such as 
tricts are assigned to representatives, power, illuminating 


engineering or 
whose duty it is to look after the in- 


display lighting. 
terests of consumers already on the Display lighting is one of the most 
lines and to intelligently increase the profitable outlets in central station 
station output during the periods 


work, for by establishing a reasonable 
when additional business can be taken 


rate, current for this purpose will be 
on at an exceptional profit. To ac- used during the hours that the central 
complish this it is necessary for them station needs the 
to be confident in the industrial, com- 


mercial and domestic fields. 


business. In a 
sense, electrical advertising is in a 


class by itself, and in the sale of cur- 
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Main Street, Looking South, Dayton, Ohio 
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Two Very Artistic Signs, Dayton, Ohio 


rent for these purposes it should be 
the object of the central station to 
handle it in such a manner that the 
merchant would never enter it on his 
accounts as a lighting expense, but as 
advertising pure and simple. Some 
central stations have found it beneficial 
to get out a special bill form for bill- 
ing current used for these purposes, 
which is styled “display advertising,” 
thereby encouraging the merchant to 
keep the lighting and advertising ac- 
counts entirely separate. 

In Dayton we have found it bene- 
ficial to boost newspaper advertising: 
First, because we believe that electri- 
cal advertising is of more value to the 
merchant who uses the newspaper ; 
second, because the favorable attitude 
of the newspaper is a very valuable 
adjunct to any central station assets. 
If we as central station representa- 
tives can influence our prospect to use 


newspaper space, we can also con- 
vince him that it is necessary to use 
an electric sign, for he, through the 
newspapers, is continually striving to 
attract attention to his wares or his 
location and he must establish this 
Iccation in the minds of the people. 
To do this effectively he must neces- 
sarily illuminate his windows and let 
his name, number or trade-mark stand 
out in letters of fire. This, we believe, 
increases the value of his newspaper 
advertising 100%. 

In soliciting this class of business 
we should always get the windows 
first, then an outline and later a sign, 
for if a sign is installed first, it re- 
quires much greater effort to interest 
a prospect in any additional lighting. 
Moreover, the central station can 
afford to give a much better rate by 
reason of its profitableness as out- 


lined above. Unless, however, we 
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encourage, the use of current for these 
purposes each and every night during 
the year, the proposition loses its at- 
tractive feature and would not justify 
any central station in making any 
arrangements or special efforts to 
obtain it. 

In Dayton we already have 50,000 
four-candle-power equivalents con- 
nected and burning every night during 
the year until 11 o’clock. Fortunately, 
we have been successful in installing 
electric signs, outlines, etc., through- 
out the entire commercial districts, as 
will be seen by the accompanying 
photographs. To obtain this business 
and make it profitable to the company. 
we have established two methods of 
charging. 

Our base rate is nine cents per kw. 
hour and a consumer may use current 





at this rate for any purpose and at 
any time he desires, but to take advan- 
tage of the sign proposition, it is agreed 
that the display lighting will be used 
each and every night during the con- 
tinuance of this contract as follows: 

A six cent rate whereby the con- 
sumer agrees to turn on his display 
lighting at dusk and allow it to burn 
until 11 p. m., when it is turned off by 
the company’s patrolman. 

A flat rate, which is based on five 
cents net per kw. hour and the com- 
pany agrees to furnish the first instal- 
lation of lamps on a two-year con- 
tract. The consumer allows the regu- 
lar patrolman to turn on the installa- 
tion at dusk and off at 11 o’clock from 
March 1st to October 14th, and to 
turn on at 5.30 and off at 11 p. m. 
from October 15th to February 28th. 
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It may be readily seen that in this last 
method, this class of business is kept 
** off the peak.”’ 

During the winter months, win- 
dows must be lighted earlier than 5.30 
and it has been found more practical 
to handle this class of business on a 
meter basis at six cents per kw. hour, 


as outlined above, the switch controll- 
ing the same being in an accessible 
and convenient location and controlled 
by the company’s representative. 

In Dayton a great amount of en- 
ergy has been expended in this direc- 
tron and we can not help but feel that 
the results have justified the efforts. 





Turning an Accident to Account 


A Sign Falls in Montpelier, and the Papers Laud the Lighting Company 


HE story books are full of 
men who drag success out of 
failures, but in real life it is 
a more complicated process. Mr. J. 
E. Davidson, General Manager of 
the Consolidated Lighting Company, 
Montpelier, Vermont, however, took 
an accident the other day by the 
scuff of the neck and made it dem- 
onstrate the liberal fairness of his 
company and advertise electric signs 
in column articles in the local press. 
An electric sign, reading R E E D 
in large lamp letters was being 
erected in front of a candy store, in 
fact had been erected, for everything 
was in place except the lamps. Dur- 
ing the erecting a 200-pound line- 
man stood on the sign and every- 
thing was apparently strong and 
safe, but while another and a lighter 
workman was installing the lamps 
with his ladder leaning against the 
sign, the main guy chain gave way. 
and down came sign, ladder and 
man. The sign went through a $50 
plate glass window and generally 
devastated the window display. 
Montpelier is not a large city and 
there was wide spread publicity at 


once, whereat the Grumblers Union 
set to work talking about the danger 
of projecting signs. 

Mr. Davidson turned out with the 
first alarm and took personal charge. 
He discovered that a link of the 
broken chain had been cut clean 
with a bolt cutter, probably by mis- 
take, and had been received by the 
Montpelier Company in that condi- 
tion. This was explained to the cus- 
tomer and while the exchange of 
condolences and congratulations 
was in process, a new chain was 
attached, the sign was hung, !amped 
and lit. 

In the meantime, there being no 
plate glass of proper size in the city 
a carpenter was set to work to in- 
stall regular window sashes and by 
the time the litter was cleared away 
the sashes were up, the panes were 
washed and in an hour or so the 
window was dressed and_ alight 
with the new sign burning. 

All this was done by Davidson's 
men and at his expense. The cus- 
tomer was gratified over the cour- 
teous treatment he had received at 


the hands of the lighting company 
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and the publicity which he had se- 
cured at no cost, for Davidson paid 
spot cash for the candy spoiled by 
broken glass. 

The morning paper came out with 
a column story headed: 


SOMEBODY CUT CHAIN. 


Reed’s Illuminated Sign Drops and 
Harold Hill Falls 12 Feet. 


The result was that with few ex- 
ceptions, every man, woman and 
child in the city of Montpelier knew 
that Reed had an electric sign, and 
that when it fell (from a mysterious 


cause) the general manager of the 
Consolidated Lighting Company 
himself, came down and paid all 
costs and straightened out the trou- 
ble before half the town knew what 
had happened. Moreover, the 
strength and safety of electric sign 
construction was demonstrated, for 
had not it held a 200-pound man 
without breaking, even though the 
link was cut? The fact that the 
chain had been tampered with was 
alone to blame for the fall, and the 
company was taking steps to make 
a recurrence of such an accident im- 
possible, etc. 





afternoon. 
thusiasm. 


apparatus and unwrap it. 


one of “ courtesy.” 
to the agency. 





A Dollar Idea 


George B. Johnson 


Commonwealth Edison Company, Chicago 


wiat you want above all else in demonstrating electric 
heating and cooking appliances is to arouse discussion and 
personal investigation and there is no place where more discus- 
sion can be aroused and more interest created than at a woman's 


club. 


We get in touch with a woman's club and suggest an electric 
The idea being novel is usually received with en- 


When the day comes we send a well dressed and attractive 
young women with a number of small household appliances. 
arrives in an automobile and with a young man to carry in the 
He then withdraws, as many questions 
are asked which are of interest only to women. 

The demonstrator explains in simple language, all about the 
appliances and discusses any matters electrical which may come 
up. No attempt is made to secure orders, the whole affair being 
We can trace considerable business, however, 


She 














saheceeion re 


ep Loo Bie 





Electric Advertising in Elmira 


The Results from an Aggressive Sign Campaign by The Elmira Water, Light & Railroad Co. 


By HH. .N. 


McConNELL 


MANAGER COMMERCIAL DEPARTMENT 


HE results of concentrated 

effort in a given direction in 

the lighting line justifies The 
Elmira Water, Light and Railroad 
Company in feeling that it has set a 
shining example. Six 
months ago there 
were only one or two 
electric signs in serv- 
ice in Elmira; now 
the main streets of 
the city can show a 
goodly number of 
signs, even the side 
streets contributing 
their quota. A met- 
ropolitan effect is 
given to the various 
thoroughfares thus 
decorated, which was 
absent before the 





closed the business streets are 
thronged with window gazers. 
Though the signs are many, and 
varied in design and effect, the prin- 
cipal type used is the grooved letter 
sign with 2-cp. frosted 
tiplamps. After care- 
ful figuring a flat rate 
proposition was off- 
ered to prospective 
customers for this 
class of service, based 
on a rate of five cents 
per kilowatt hour. 
The company _ fur- 
nishes free renewalson 
lamps, keeping signs 
in order and main- 
taining a patrolman 
who turns the signs 
on at dusk and off at 


electric sign era. midnight. The pa- 
One very marked H. N. McConnell trolman acts also as 


change is to be 

noted on the south side of Water 
street, the main business street of 
the town. Before the advent of the 
electric signs the south side was not 
as much frequented as the north 
side; today as many people are seen 
cn one side as the other. Another 
beneficial result of the sign cam- 
paign is the increased number of 
persons on the street at night. From 
leing what is known as “a Saturday 
right town” Elmira has become in 
six short months an “every night 
city.”” Even after the stores are 


an inspector, report- 
ing any burned out lamps, which are 
promptly renewed. 

Two separate propositions are 
made by the illuminating company 
to its prospects, viz.: the customer 
inay buy the sign outright at a cost 
price, which covers sign, hanging 
wiring and first filling of lamps. Or. 
a more popular scheme,—the com- 
pany buys and installs the sign com- 
plete in every detail, and divides the 
total cost into thirty-six equal parts 
making a contract with the cus- 
tomer for a period of three years 
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Water Street, Elmira, Looking East 


These payments are added to the 
current costs for each month, and 
the sum total is presented as the 
customer's monthly bill. This is 
not termed a “lighting bill,” but it 
is impressed upon the customer that 
he is really paying for good adver- 
tising rather than for lighting. The 
Company assumes that a merchant 
will be more willing to pay for ad- 
vertising than for additional light. 
If at the termination of the contract 
the customer desires to buy his sign, 


the lighting company will give him 


a bill of sale for it upon his paying 
full interest for the period of the 


Company's investment in the sign, 
the title remaining with the Com- 
pany until such payment is made. 
Elmira’s sign campaign was inau- 
curated by the erection of handsome 
vertical signs on the lighting com- 
pany’s own office building; at the 
same time the show windows of the 
display room were filled with speci- 
men signs. A study has been made 
of all types and styles of signs, and 
the Company has endeavored to 
have no two signs alike. Solicitors 
cbtained the prospects’ idea as to 
the kind of sign desired by showing 
catalogues of up-to-date designs. 





Lake Street, 


Elmira 
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Me, _ BLMIRA BALLS ADYINTEER SHONSDAY, URS: 18. 1908 


tte | EVERYTHING COMES 


him who waits—but a great deal m@re comes to him who goes alter 


Sign t ee bee A merchant may do nothing and still ‘ave quite 1 tra You 


| AN ELECTRIC SIGN Up 


? the n front of his place of business he will attract the people who pass during the eve ning 
hours by impressing upon their minds indelibly the fact that he is progressive and 0 











that he is hustling for the trade of encts and every one of them. Buyers appreciate 


Times! ” C we Pn dent ah cranes will call. Date ? 
Commercial Department---Elmira Water, Light and Railroad Company 


























An Elmira Newspaper Advertisement 


and the outcome of such conferences 
was that sign manufacturers were 


E 


asked to furnish original designs for 


SIGNS each customer, to be submitted for 


approval. In this way many novel 








and striking ideas were brought out. 


and every sign was characteristic of 
A painted sign above the door 


May suit a backwoods village store the business it was meant to adver- 
i With clumsy lettering to proclaim o 
; The owner’s business and his name, tiSé. 

It Sings unbeard its bumble song ° ° : ‘ 
: Far from the busy busting throng. At the beginning and throughout 


the entire campaign strong adver- 


tisements appeared in the _ local 
but If you would be known and fala 


, Have your firm seen from car or newspapers, and a systematic series 
tralia, oo * 
Or have the public for you inquire; of follow-up letters were sent out 
i In giant letters fixed in fire ° ° e ° 
Run boldly on the store your name dealing exclusively with the subject 


And make a bid for wealth and fame. 


O=—Z7ASOMTE 


of signs. 


It is only through systematic and 








determined effort that such a cam- 
paign can be carried to success, an 
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i 

the Company congratulates itself 
on attaining that success in so brief 


An Elmira Newspaper Advertisement a time. 


Wu 


swwonccocccococcccoocoooooooo;cocoocoocoococce 
Y NE YOUR NAME ON THE MINDS TC PEOPLE “7 N 
THEY ARE SIGNS OF PROGRESSIVENESS 


$ Call 445 Either Phone and an Expert Will Call COMMERCIAL DEPARTMENT ELMIRA WATER, LICHT & R R CO. 
90000996 9099508 S989 GES FFB HV99OGSFOOEOBIOBGHIBHI IDIOT SRVORHAV YD 











An Elmira Newspaper Advertisement 
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Many methods of advertising have 
been tried of late, but none seem to 
have grown as rapidly as the use of 
electric signs. 

The cost is smaller than you think. 
Our representative will be pleased to . 
¢all and explain the flat rate sign 
proposition to you if you will call 
445 on either ‘phone. 

Yours very respectfully, 


























« 
H. N. McConne tt, 
Manager Commercial Department, 
Elmira Water, Lighting & Railroad 
; Company. 
ij 
| 
Water Street, Elmira, Looking West 
The following is the text of one 
of the follow-up letters used in the 
' . . . 
nil Elmira campaign : 
: > 
Mr. Grorce Brown, 
" m m 
ail 118 W. Water St., City 
| DEAR SIR: 
| . - ‘ 
di Do you remember six months ago? a 
ili That was about the timg Elmira 
T merchants commenced to realize what 
electric signs could do for their 
business. 
Have you noticed the difference in i 
al the appearance of Lake and Water 
4 streets since that period of “awak- 
ening ?” 
\re you aware of the fact that 
Elmira is fast becoming the best 
| lighted city of its size in the state? 
} Are you doing your share to make 
) It so? Office of Elmira W. L. & R. R. Co. 
“H 
\ 
Ai 
} ' « Bas - ae ‘ 
‘| A Dollar Idea a 
4 ; \ 
| By G. W. Barlow 
bil 
Contract Agent, Indiana & Michigan Electric Co. 
i} 
ali LOCAL candy manufacturer wished to use electricity for heating chocolate pans, but the 
MY cost of electric stoves of the size desired prevented closing the business. It luckily 
At ' occurred to me that the heating elements of a certain make of tailor’s goose would do ’ “ 
af the business. 
These elements have proper terminals and on the top are two threaded holes used for 
Wt securing the element to the body of the iron. I fitted them with rod iron uprights screwed to 
Mi: the floor, and the result was an electric stove just adapted to the candy-man’s needs—at a cost 
il of Two Dollars each. 
Oat ° ° . ° ° 
1 It is needless to say that the business was secured, the current consumption being equiva- 
ain | lent to that of a fair size laundry, and the rate being a 10-7-4 maximum demand lighting rate. 
i 
J 




















The Penny Arcade and Moving Picture Show 


What They Mean to the Central Station and What the Central Station Man 
Says of Them 


HERE is no argument so 

forceful and convincing as an 

optical demonstration. It is 
sasier to show a man how to do a 
thing than to explain the process. 
Concrete proofs are stronger than the 
process of logic and persuasion. “See- 
ing is believing.” 

Every central station man knows 
that the first three signs, the first 
three outline displays, the first three 
adequate and efficient window light- 
ing installations were the hardest con- 
tracts to secure. After that the cost 
and trouble entailed in the signing up 
of new and similar business decreases 
largely with the number. You can tell 
a man to get in line, when you could 
hardly suggest that he step out and 
head the procession, which he is in 
no ways assured will follow. 

The pioneer in the field of electric 
advertising and the most universal 
example of the efficacy of display 
lighting is the Penny Arcade, the Mov- 
ing Picture Show, the cheap amuse- 
ment resort. They come to a town at 
a time when the corner saloon is the 
only long-hour burner, when the elec- 
tric signs are very few and inconspic- 
uous and before the advertising value 
of outline lighting has made _ the 
slightest appeal to the merchants. 

They immediately proceed to pro- 
duce a blaze of light sufficient to make 
their location and message evident to 
all, insistent, irresistible; they install 
such electric signs, window lighting 
and outlines as are necessary to make 
their frontage stand out and beckon 


trade from every direction. The 
standard of illumination, of course, 
depends on the size of the town and 
the amount of electric advertising 
which is to be seen. But the prosper- 
itv of all Penny Arcades depends ab- 
solutely on ability to attract the 
crowd. They must draw their patrons 
down the street with a bright, cheer- 
ful display and bring them within 
sound of the music before they can 
hope to get them inside. In a small 
town a sign and a few rows of lights 
on the building suffices; in the city, a 
contrast just as marked must be pro- 
duced, and if neighboring merchants 
burn signs and window displays. 








Cincinnati, Ohio 
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greater efforts are required to secure 
the same atmosphere of bright cheer- 
ful gaiety. But be the environment 
what it may, the Penny Arcade must 
blaze. 

What does this mean to the central 
station 7 

A Penny Arcade comes to town and 
lights up. Ina few days the electric 
light solicitor bustles in to see his old 
friend the haberdasher. “Keep your 
eves on the Moving Picture Show,” 
he says. The haberdasher has already 


noticed and he watches. He sees that 








Denver, Colo. 


whereas in the past there were no 
electric advertising displays in the 
town to speak of—and it did not seem 
as though it was necessary—now that 
the Penny Arcade is blazing forth the 
rest of the store fronts look dark and 
gloomy. He sees, that whereas the 
streets had been pretty well deserted 
after eight o'clock, now there is a 
very distinct air of life and activity in 
the neighborhood of the bright light. 
He sees that the amusement man is 
doing a big business, where no busi- 


ness was done before, and the only 


thing he does to advertise his show is 
to use electricity. So the haberdasher 
thinks it over, and so does the shoe- 
store-man, and so does the druggist, 
and the candy-store-man and half a 
dozen others and they all talk to the 
electric light company, and_ before 
long there are new electric signs and 
some outlining and brighter windows 
all along the main the 
crowd and 


street and 
saunters back and forth 
stops and spends more money. 

And what happens then? Why, 
the Penny Arcade man in turn sees 
that there are other bright lights now 
vying with his, so he remodels his 
whole front and hangs out flaming 
arcs and regains his prestige. 

And all the time the electric light 
people are pointing with pride to ac- 
tual results from electric advertising 
and signing up new contracts. 

That is the story of the Penny Ar- 
the Moving Picture Show, 
whether it is in a small town or a 


cade, 


large city, for the influence on the 
neighborhood is always the same. 
They are the forerunners of electric 
advertising in any town or in any sec- 
tion of any city. 

These men do a cash business and 
invariably prosper, and consequently 
are able to pay caslt for what they 
buy. They are good customers for 
the central station, they are the light- 
ing company’s best argument for elec- 
tric advertising. Every effort should 
be made to encourage, nay, to induce 
these enterprises to locate wherever 
there is central station power. 

Mr. George Williams, Commercial 
Manager for Henry L. Doherty & 
co, says: 
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Canton, Ohio 


“The decorative lighting on the 
‘Penny Arcade,’ ‘Nickelodeon’ or 
‘Theatorium’ is well known to be their 
essential ‘stock-in-trade.’ 

“These little show-houses are 
wholesome. They are an enlivening 
factor in the small town. They not 
only exemplify our argument that 
lights attract traffic and trade—they 
serve as educators of the people for 
patronage of larger the- 
atres—a process of mak- 
ing still larger the night 
traffic. 

~ If lighting companies 
themselves would exercise 
similar faith in the pull- 
ing power of decorative 
lighting, there would be 
less difficulty in making 
display lighting popular, 
and in some _ places it 
would impress upon the 
public that the company 
was alive.” 

In order to secure the 
candid opinion of the men 
who are selling current 


to the Penny Arcades, 
SELLING ELECTRICITY re- 
cently wrote to a number 
of central stations, point- 
ing out that these amuse- 
ment places are always 
the thin edge of the wedge 
in the upbuilding of elec- 
tric advertising business 
and asking for a letter in 
regard to ‘the Penny 
Arcade in your town.” 

Answers were requested 
to the following ques- 
tions : 

1. How many such cus- 
tomers have you ? 

2. Have 'you,'been" able,to 
trace the effect of their brilliant illumination 
on the neighboring merchants ? 

3. Have you used them successfully as 
an example in soliciting sign and window 
lighting ? 

4. Do you find them good paying cus- 
tomers? 

5. Have you noticed that the crowd has 
been drawn toward them, that their locality 
is livelier than before? 





Brooklyn, N. Y. 
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Among a large number of replies 
we pick the following: 

F, A. Gregory, treasurer Citizens 
Electric Light and Power Company, 
East St. Louis, IIl., writes: 


We have two moving picture shows and 
one “mixture” of moving pictures and 
vaudeville. This latter, however, has only 
been in operation a couple of months, but 
the two straight moving picture places 
have been in operation for over a year. 

We believe we can trace the effect of 
brilliant illumination on some, at least, of 
the neighboring merchants and we have 
used them to some extent as an example 
for soliciting sign and window lighting, but 
have not been as successful with new win- 
dow lighting as we have been with signs. 
These customers pay us quite a consider- 
able amount and the three of them aver- 
age over $400.00 per month. The locality 
in which they are is somewhat livelier 
than it was before, but we are not prepared 
to say that it is on their account, as they 
naturally hunted the best locality before 
establishing their places. 


Joseph F. Becker, general agent 
Edison Electric Illuimnating Com- 
pany, of Brooklyn, says: 


We have, at the present time, in the 
Borough of Brooklyn, about 75 penny 
arcades and picture places, and we feel 
that they should have every encouragement 
in their efforts to create a demand for 
their growth. There is no doubt in my 
mind that their brilliant illumination has a 
material effect on the immediate neighbor- 
hood. There -is nothing that attracts peo- 
ple or brings them out on the streets as 
does a great electrical display, and it also 
benefits the merchants surrounding, as it 
brings the people to their windows, where 
suggestions are undoubtedly made for pur- 
chase. We often point out to our other 
customers the value of such a display. 

Regarding the credit of this class of cus- 
tomers, we require a deposit covering what 
we estimate to be, at least, two months’ 
bills, and in that way, we have had no 
trouble in collecting and very little loss on 
failures to pay their bills. 








It is an established fact that a liberal 
use of electricity benefits all the merchants 


in the vicinity of a spectacular display. 
There is nothing that is so rapidly develop- 
ing or nothing which has a growth so rapid 
as is the use of electricity for advertising. 
Without their exterior light these arcades 
would be unnoticed, but by the liberal use 
of exterior or advertising light, they attract 
the people just as light attracts the flies 
and the house plant, and by drawing the 
people to the building they create a desire 
to see that which is within. In other words, 
they create a show and then they create a 
demand for their show. 


Mr. F. H. Golding, manager of the 
Rockford Electric Company, Rock- 
ford, Ill., writes that he has four such 
customers on his lines. “While we 
are unable to trace the effect of this 
illumination directly,” he says, “there 
is no doubt but that it is of consider- 
able assistance to us in obtaining 
further illumination.” He has used 
them successfully as an example in 
soliciting for electric advertising and 
he finds them good-paying customers. 
He has noticed a marked effect on the 
brightness and activity of that part of 
town where they are located. 

Mr. Byron C. Fowles, general man- 
ager the Pine Bluff Corporation, Pine 
Bluff, Ark., says: 

We have three moving picture shows 
in our town. Their illumination is very 
bright, and has been incentive to other 
merchants to brilliantly illumine their 
windows. On the other hand, the merch- 
ants adjoining the moving picture shows 
have practically cut their window illumina- 
tion out, securing plenty from the moving 
picture shows. 

I have always found these people to be 
exceedingly good paying consumers, as in 
the past two years we have never had but 
one month that any one of them carried 
their bill over our regular discount day; 
in this instance the bill was in dispute. 

We have not noticed any particular in- 
crease in the crowd on our streets, but 
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Scranton, Pa. 


whenever people are on the streets at 
night, they are always taken by any bright 
illumination. 

Mr. Dunean T. 
iness manager of the Scranton Elec- 


Campbell, new bus- 


tric Company, Scranton, Pa., writes: 


We consider that the penny arcade and 
moving picture shows have been a great 
help to us in lighting up our streets. We 
have six in the centre of the city and three 
in the outlying district. 

The best installation of the kind in 
Scranton is the “Wonders,” which is one of 
the best illuminated places on Lackawanna 
avenue, and the most prosperous cheap 
amusement place in town. It was the 
photograph of this installation that won the 
$15.00 prize in the Prize Contest which 
has just been conducted by your magazine. 
(See illustration on page 221). 

It is hard to say that we have been able 
to trace any direct results from the exam- 
ples of these places, but indirectly I think 
we can attribute considerable sign, out- 
lining and window lighting to the effect 


of their good example. We are constantly 


quoting them to our progressive merchants 
and our prospects and I think they have 
no doubt done a lot of good. They are 
most satisfactory customers and all pay us 
good money. They are very prompt in 
their payments, some of them paying in 
advance. They all seem to be prosperous 
and making money. There is no doubt but 
that they have made their locality much 
brighter and livelier than before. 


From Mr. James E. Davidson, gen- 
eral manager The Consolidated Light- 
ing Co., Montpelier, Vermont, we re- 
ceived the fe lowing : 


In Vermont we have local option. This 
company serves seven different communi- 
ties, ranging in size from 500 to 15,000 
people. In the largest place, Barre, and 
the next largest, Montpelier, we are allotted 
four or five saloons. It happens  infre- 
quently that we have saloons in both places 





Scranton, Pa. 
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at the same time and at present we have 
none in either place. The owners of stores 
designd for such use rent them on short 
time leases so they can use them for sa- 
loons when the opportunity offers, and get 
big rents, but this year the situation 
changed somewhat and these stores were 
leased for from one to three years by 
moving picture shows. We have three in 
Barre and four in Montpelier. In Barre 
only one lights up in good shape, though 
in Montpelier all three light up well with 
signs, a little outlining, etc. The proprie- 
tors of our shows have thus far run their 
institutions in a business-like manner, pay- 
ing their bills promptly and are very pro- 
gressive. 

Either in winter or summer the amuse- 
ments here are limited, and the trolley ser- 
vice is very poor, so that no one uses the 
street cars for pleasure riding. Therefore 
the minds have been diverted to the moving 
picture shows and the operation of the 
same has been most successful. 

There is no question but what these show 
people get a great many people out at night 
and I know it has been an incentive for 
our merchants to light up their windows. 
It is very noticeable after the different per- 
formances are over that there is a large 
increase of people on the streets, who 
saunter along, looking into the windows 
and now and again stopping in candy stores 
for ice cream or hot drinks. In soliciting 
sign and window business we do not refer 
to this, feeling that the average business 
man looks upon it as a cheaper class of 
business. 

We sell them electricity at 5c per kw. 
hour and find them very excellent cus- 
tomers, especially because our peak load 
goes off at four o’clock, and we have an 
abundance of capacity after that hour. 


Mr. Howard K. Mohr, advertising 
manager the Philadelphia Electric 
Company, writes: 


We are unable to tell you how many 
penny areades and nickelodeons we have 
connected to our circuits without a con- 
siderable study of our records, but Phila- 
delphia seems to have if anything more 
than its share of these ‘‘amusement par- 


lors’’ and they are without exception ecus- 
tomers of the company. It is hard to say 
whether they hunt out the more brilliantly 
lighted streets or whether the installations 
of such shows, in a given locality, start 
the lighting boom, but there is no question 
as to the effect upon the window lighting 
and general electrical advertising of the 
neighboring merchants—the stimulation is 
marked. 

The suecess obtained by these people 
through electrical advertising is a great 
aid in securing sign lighting and effective 


shop window illumination among the other 





Philadelphia, Pa. 


merchants, and the good argument is al- 
ways used that if people who make 1-cent 
and 5-cent sales find electrical illumination 
to be their best method of advertising 
surely the prinziple may be applied to the 
vendors of a more expensive commodity. 
There is no more paying customer than 
the penny arcade, and it is a most desirable 
class of business, judged from the aspect 
of load factor. Many of these establish- 
ments show an average use per day per 
lamp of 15 hours. We make it a rule for 
this class of trade to render bills and col- 
lect the same weekly, and deposits are 
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usually required guaranteeing the payment 
of bills. 

The theory that ‘‘trade follows the 
light’’ is nowhere better exemplified than 
by the streets upon which moving picture 
shows are located. 

Certainly, the Penny Arcade, the 
Moving Picture Show, is the ally of 


the central station in the development 
of electric advertising display. Let 
the lighting company, therefore, offer 
every assistance to the amusement 
enterprises and take advantage of 
their good example to bring the mer- 
chants into line. 





The National Advertiser and the Central 
Station 


A Word From a Manufacturer Who Knows the National Advertisers’ Needs 


By Tuos. E. 


VALENTINE 


PRESIDENT VALENTINE ELEcTrRIC S1GN Cq., ATLANTIC City, N. J. 


HE advertising manager of a 
concern of national reputation 
told me a short time ago that 

“while he had spent in the past year 
hundreds of thousands of dollars in 
newspapers, magazines, bulletins, win- 
dow cards, etc., more comment on 
their product had been aroused by the 
use of a large electric sign than by 
any of the various other mediums, 
some far more expensive.” They are 
now considering the placing of sim- 
ilar signs in various parts of the coun- 
try, seeking such cities as are centrally 
located. 

This brings to mind the thought 
that there are a large number of na- 
tional advertisers who would no doubt 
be glad to take up a proposition of 
this kind if it were properly put be- 
fore them. This is a field for central 
station salesmen which has been prac- 
tically unworked and which offers 
wonderful possibilities. 


There are today a large number of 
brewers, cigar and tobacco manufac- 
turers, makers of safety razors, cor- 
sets, shoes, distillers of whiskey, bot- 
tlers of mineral waters, clothing man- 
ufacturers (especially men’s), patent 
medicines of all kinds, flour millers, 
breakfast food factories, and so on 
down the list, all of whom are reach- 
ing for trade over the entire country 
and a very large proportion of whom 
can be brought to use electric signs 
as one of their auxiliary if not one of 
their principal mediums. 

Take, for instance, the Queen Vic- 
toria shoe, which is no doubt adver- 
tised in your city occasionally in 
newspapers, sometimes on bill boards 
and very likely with a painted sign, 
or even an illuminated glass sign over 


the store of the local shoe dealer 
handling that particular shoe. Sup- 
pose you point out to the dealer the 
possibilities of a medium-sized sign of 
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some attractive character displayed on 
the roof of a building prominently 
located in the heart of your city. 
Point out that it is passed by the trol- 
leys bringing in the sub-urban resi- 
dents, or point out that it is the centre 
of business activity. Show him the 
possibilities of the increased sale of 
this shoe by such a sign and have him 
take up with the manufacturer the 
question of locating a sign in your 
city, the sign to be paid for by the 
manufacturer or the cost to be divided 
between the manufacturer and the 
local dealer. In which case the local 
man’s ad. is also on the sign. It may 
be possible that the building of the 
local dealer is so situated that a sign 
can be well displayed thereon, which 
of course saves the cost of renting any 
other place. This holds good in any 
other line as well as the shoe store 
we have instanced. 

Another way in which this business 
can be worked is to go to the pro- 
prietor of an article whose goods are 
neither sold nor advertised in your 
city, but may be sold in some place 
near by. Point out to him the possi- 
bilities of creating a demand for his 
product by the placing of a sign in 
your town. Bring to his attention the 
fact that a million people pass the spot 
on which you propose placing the 
sign every night, that it is the centre 
of 29 lines of urban electric railways, 
that it is a square and a half from 
the Union Station, where nine trunk 
lines enter, and finally swear to him 
(all of which 's true), that he can get 
more lasting publicity from an elec- 


tric sign properly displayed than he 
can from any other known medium at 
an equal cost. 

It would help considerably in the 
campaign to show the prospective ad- 
vertiser a handsomely drawn sketch 
of a sign in colors. If it is a brewer 
you want to interest, do not submit a 
sketch that has been made by a car- 
penter and consists of simply the 
brewer's name with the word beer 
below it in letters that look as though 
cut with a hatchet and saw, but show 
him, for instance, the figure of a man 
seated at a table in the act of pouring 
a bottle of beer into a glass, and then 
possibly flash on that “JONES’ 
BEER TASTES GOOD.” 

If it is a woman’s shoe you want 
to advertise suggest to the advertiser 
that his sign 1epresent the figure of a 
young lady seated at her dressing- 
table putting on her shoe with just 
enough lingerie displayed to make it 
attractive without being suggestive. 

A good idea for a safety razor is a 
sign representing a man shaving him- 
self, one for a dandruff cure would 
be a man combing his hair, and so on 
through the list, the point being that 
you make each sign as distinctive and 
as apropos to the article advertised 
as possible. 

The idea of inducing the manufac- 
turers, who are foreign to your city, 
to advertise there is one that has been 
very slightly worked, the average 
solicitor devoting his time principally 
to getting up signs for local mer- 
chants. I know of no field which 
offers larger returns than this. 














Improve the Design 


An Exhortation for Greater Effort in Designing Electric Advertising Installations 


By GEORGE WILLIAMS 


COMMERCIAL MANAGER, HENRY L. Douerty & Co. 


RTISTIC out-door lighting by 

lines of small incandescent 

lamps will never cease to be 
admired. 

The use of display lighting will no 
more be restricted to theatres, exposi- 
tions and pleasure re- 
sorts than will beauti- 
ful pictures and art 
printing from busi- 
ness literature. The 
live merchants are 
coming to utilize the 
best there.is of talent 
and in the arts of 
printing, designing, 
demonstrating and 
exhibiting. The ex- 
tent to which the art 
of lighting and _ the 





amiss in using the standard of rental 
values as the standard of lighting ap- 
propriations, thus a simple standard 
might be applied by the salesman in a 
small town or the largest city. 
Whether the rental value of a retail 
establishment is twen- 
ty dollars per month, 
or two thousand, the 
exception would be 
rare indeed when a 
corresponding amount 
could not be judici- 
ously invested in 
light; and the greater 
the proportion of this 
amount devoted to 
display — illumination 
the greater would be 


the return on the ad- 





art of utilizing lamps 
for advertising will 
advance depends on the progress made 
by the new business man in acquaint- 
ing the merchant with what can be 
done with lights. 

A good deal of conjecture is ex- 
pressed regarding how much a retail 
merchant should be able to spend for 
lighting consistent with his locality 
and circumstances. The merchant who 
goes broke from spending too much 
money on lighting cannot be found. 
Those merchants who appear to be 
recklessly extravagant in lighting dis- 
plays seem to land at the top of the 
success class. We would not be far 


George Williams 


vertising investment. 
Lights draw people. 
The more attraction the more 
trade. Proofs are plentiful where or- 
dinary electrical displays costing one 
dollar per night have produced five 
dollars in trade per day. The char- 
acter of the design of the electrical 
display may he such that no increase 
of cost will be necessary for operation, 
vet it may multiply the production of 
rade. As a parallel case, one ad. 
writer might make a ten-inch display 
to sell one article while another ad. 
writer of greater ability might use the 
same space and sell twenty articles. 


While the nere installation of elec- 
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trical outline features of plain design 
are a source of great attraction, the 
salesman should feel as one who is 
brush. 


Skilled in the adaptation of lights, he 


entrusted with an_artist’s 


should strive to design such displays 


as will produce the very greatest re- 
turns possible for the consumer's in- 
vestment, and create a pleasing spec- 
tacle and a feature that will form a 
part in a broad plan for a beautifully 
illuminated city. 


A few extra dollars for design in 
added to the 
ordinary installations can do wonders 


construction cost of 
toward increasing the attraction, just 
as the investment in a good half-tone 
enhances the magazine or newspaper 
advertisement. 

Outline lighting features can be in- 
stalled that will make beautiful night 
architecture out of the most homely 
that 
carry pleasing lines are easily 


buildings. Buildings already 


eil- 


“-z>om2Ze-* 


Street Scene, Wheeling, W. Va. 


One hundred lamps in an outline 
might be arranged by one man so as 
the attention of one hun- 
dred persons per day. 
the same number of 
lamps might be designed to attract the 


to attract 


Another ar- 
rangement of 


attention of one thousand persons per 
day. Still another design might make 
the feature a town topic, a universal 
land mark and so great an attraction 
for the merchant as to make him an 


unqualified advocate of the art. 


hanced at 
lights. 


night by outlining with 
It adds the gilt edge. 

The most impressive creations of 
flowers, emblems, _ scrolls, 


garlands, jewels and other decorative 


insignia, 


effects are possible. 

SELLING ELEctTRICITY can be made 
a good clearing house for ideas of 
new designs. In will be 
noted recent examples of pleasing in- 


this issue 


stallations that show we are not now 
so crude in this art, as a couple of 
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years ago. It is a broad field to work 
in where a little thought and work 
toward improvement means rich re- 
turns. 

In every retail section there are 
buildings that can be made gorgeously 
beautiful by outline lighting. A sales- 
man could hardly avoid securing an 
order for one of these installations if 
he would present the owners each 
with an illustrated proposition backed 
up by his set purpose to do business. 

A design worked out in the imagina- 
tion as you read this article, may with- 
in a few days be creating a creditable 
revenue to your company and make 
the eyes of the town dilate with 
astonished admiration. 

The process is a simple one but re- 


i 





quires your ACTION. 


Decorative Lighting, Wheeling, W. Va. 





A Dollar Idea Der. a 
By Eugene Creed. el 
Auburn Light, Heat and Power Co., Auburn, N. Y. an ss 


ETTING in,” as the book agent says, or, as we more conservative elec 
trical appliance men might term it, “securing an interview,” is an art 
in itself. 

The writer was district agent for a well known gas and electric company in 
the West. The residents of his district were millionaires and “near” million- 
aires. One must needs pass a cordon of guards before access to the head of the 
house could be gained. 

Euclid states that the “shortest distance between two points is a straight 
line,” but sometimes it is necessary to go around an obstruction to make a point, 
so where you can’t gain access to the house by approaching the front, go around 
and try the rear. 

Our scheme was to pin a meter reader's badge on our coat lapel, give a 
couple of peremptory raps on the kitchen door, bolt in when the door was 
opened, howl “meter reader” to the girl or butler, and hurry down stairs. Ina 
minute or two we would ask the servant if Mrs. So & So was home, that we 
desired to talk with her about the meter. Nine times out of ten madam would 
be listening at the head of the stairs to see who was talking with Maggie or 
James. Anyway we'd get her down or she'd have us “sent up.” Then we had 
her, we’d begin on the economical use of the current, advising a 4 cp. in the 
bathroom, 8 cp. in the bedroom, cluster over the dining-room table, ete., then in 
an offhand tone we'd say, “of course you have an electric iron?” If the answer 
was “no,” we had her. We'd state that nearly every house on the street had an 
electric iron—handing our out arguments to suit the case—and if there was any 
chance of making a sale we'd do it. 

Some salesmen are satisfied with tackling the easy ones, but they haven't 
the money. Get after the money. The company needs it, the stockholders 
expect it, and the officers insist upon having it. 
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IHuminated Painted Signs 


By Mr. H. J. 


ERHAPS the feature of pri- 
mary importance in figuring 


the illuminated 


value of an 
sign is its ability to increase the 
circulation of any individual adver- 
tisement. Next in importance, 
would be the superlative impression 
on each individual by an illuminated 
sign because of its novelty and eve 
attracting power. 

There is no other method of pub- 
licity which by means of greater 
development in an artistic way, or 
any other 


unusual able 


thereby to actually increase circula- 


feature, is 
tion. The colored page on the back 
of a a magazine will naturally be 


more liable to 


but 
there is no possibility for it to reach 


attention, 


get 


any than the 


little inch ad, buried in the adver- 


greater circulation 


& 
oOo 
me 
Se eee ee 
OW”: 
= 


Illuminated Signs, Grand Circle, New York City. 


MAHIN, THE 


O. J. Gupe Co., NEw York 


tising pages. It with 
an advertisement of unusual size in 
a newspaper. 


is the same 


The illumination of a painted sign 
not only adds to its attractiveness, 
but furthermore, by increasing its 
working hours, simply doubles its 
readers. The expense of illumina- 
tion very seldom amounts to more 
than double the of a plain 
Compared with the 
service 


cost 
painted sign. 
increased the cost 
should really be more than double. 
While it true that the 


night circulation would not equal in 


given, 
may be 


aggregate numbers the day circula- 
tion of a sign, yet it must be ad- 
mitted that the impression made on 
each individual by an illuminated 
sign is greater than by the same 


sign during the day time. It is also 


Lighted by Incandescent Lamps and Trough Reflectors 
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a fact, that the hours after dark are 
often more opportune to get favor- 
able attention for a painted adver- 
tisement. The crowds on the streets 
at night in any great city are usually 
pleasure seeking and care _ free 
crowds whose minds are free and 
opeh to any attractive novelty that 
may present itself. 

The illuminated sign is an advan- 


Use a 


NATIONAL F 
) CASH REGISTER © 


our Store and 
Save Money 


Call and work one at Showrooms 


28™ ST.” BWAY 


“The Height of Good Taste’ 





picks out points of vantage on any 
prominent thoroughfare for his own 
advertisement, the more necessary it 
is tor the private establishment 
thereon to make extra efforts to 
draw attention to themselves. It is 
obvious that this all helps the 
town. 

The value to the advertiser of an 
illuminated sign is unquestionable. 


@HEWING 
TOBACEO 


SAPPETIZII 
SATISFYING: 


| 
\ 


| 
jCurti 


Misc 


Illuminated Signs, Herald Square, New York City. Lighted by Arc Lamps 


tage to any city. There would have 
been no “Great White Way” had it 
not been for the illuminated adver- 
tising sign. While it is true that 
today there are about as many pri- 
vate electric displays on the stores 
and amusement resorts along Broad- 
way as there are advertising signs, 
the former have resulted from the 
development of display signs on 
Broadway by the general advertiser. 

The more the general advertiser 


There are a dozen or more signs on 
Broadway between 14th street and 
59th street where the advertiser can 
talk every day and night to a circu- 
lation of fully half a million people. 
That is more than the total monthly 
circulation of an average magazine, 
and where the advertiser would pay 
from $250 to $500 per page in a mag- 
azine, he pays only from $5.00 to 
$10.00 a day—total expense—for the 
big dominating sign on Broadway. 
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What Are Yo 


By GEORG! 





{This is the first of a series of articles by Mr. Ge 





most successful commercial salesman-y 


York. 


is one of the 





largest merchandising houses in New His arti 






-EDITOR. } 


HY do 


mornings, hustle to work 


business. 












you get up early 






home tired at night? 






Is it to make money, or isn’t it? 
To make money 
| you must run your 
business at a profit 





—musn't you ? 





Then — every 





time sell an 


appliance 


you 





“at a 





loss,’ 


slight 
cut down the profit 


you 























of your business— 
don't you ? 

The loss on such 
an appliance has to 
be made up in some 
other way, or you 
risk seeing the 
name of vour plant 
under the head of 


pliance “at cost’? or you take a con- 


tract on which you “barely come out 
power of your capital—don't you? 


power extend beyond your capital? 
Does it not extend to your own earn- 
it that 
you are wasting your own energy ? 


ing power? Does not mean 


If such a policy is unfair to your- 





The Selling End of the Business 


the shoulder arguments for the application of up-to 


keep at it all day, and go 





even,” you also reduce the earning 


Does not this destruction of earning 


u in Business For ? 


> B. SPENCER 


Mr. 
the day, being sales counsel for some of the 


orge B. Spencer. Spencer, as announced jast month, 
vriters of 
cles in SELLING ELectTricity will be terse, straight from 
sales methods to the electric lighting 


-now comuierc ial 


self, isn't it just as unfair to patrons 
who pay you a profit on their. con- 
tracts? 


Why you expect such 
patrons to pay you enough profit to 


should 


make up for losses 
you sustain on ap- 
pliances, sales or 
contracts taken 
without profit, and 
interest on capital 
which isn’t earning 
anything ? 

Perhaps you 
don't sell current 
consuming devices 
or take contracts at 
a loss. 

But—if you do, 
then 
know 


you should 
to 
what extent. 


Youshouldknow 


exactly 


és . George B. Spence 

Receivers Ap- ee ey —to a penny—how 
; pointed’ —don't you? much business you are 
! And—every time you sell an ap- . taking at a loss, and how much you 


are taking upon which you realize no 
profit. 

And—the minute you find this out, 
you should take measures to stop the 
leak. 

For it is “a leak,’ and one that may 
drain away the entire contents of your 
profit-bucket, it. 
Leaks grow larger without anyone 
the 


unless you watch 


realizing growth. Before you 
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know it, leaks may grow so big they 
~can’t be stopped. Then—you would 
be too late in thinking the matter over. 

What good does it do—to take 
contracts at a loss—or without profit ? 

Would you not be better off without 
such contracts? 

Look the facts in the face and you 
will see that such “business” is not 
business at all. 

Business is transacted for profit. 

When you sell goods or render ser- 
vice on which you make no profit, you 
are letting the life blood out of your 
investment. 

Why then should you render service 
on such basis? Why should you sell 
a single appliance—or install a single 





piece of equipment—at a loss, or 
without profit ? 

Do you do such things because you 
are afraid of competition ? 

Or—is it because you don’t know 
how to sell what you have to sell? 

If it is because you are afraid of 
competition, why don’t you forget 
the other fellow for a little while an! 
put in the time and energy you spend 
thinking what he might do, putting in 
the biggest kind of licks for your own 
business ? 

And—if it is ignorance of how to 
sell what you have to sell, is there any 
excuse for it? 

Is there any reason why you should 
not learn how to sell what you have 
to sell? 

You didn’t learn the multiplication 
table in a minute—remember! 

It took you some little time—and 
you had a good teacher at that. 

Are you now ashamed to study the 
multiplication table of business get- 
ting—the table that enables you to 
multiply your profits? And are you 


ashamed to employ teachers to teach 
you something you need to know? 

There is an old saying that “Igno- 
rance is no sin, but to stay ignorant 
is a crime”. 

How do men make the biggest suc- 
cess in business? How did John D. 
Rockefeller build up the greatest 
financial system the world has ever 
known? How did Andrew Carnegie 
make his money? Why is Thomas A. 
Edison known as the “Wizard of 
Electricity” ? 

Isn’t it because they studied— 
studied—studied ? 

Don't they also learn from other 
men who can teach them things they 
don't know ? 

You remember Mr. Carnegie once 
said, “It’s not because I’m so smart 
myself that I make money. It’s be- 
cause I have smarter men than I am 
to work for me.” 

Don’t be ashamed to learn how to 
work for yourself—unless you wish 
scme day to be compelled to learn all 
over again how to work for somebody 
else. 

Make a study of your business, and 
its needs, and your patrons’ needs. 

Learn from other men who know, 
ia general, more about business get- 
ting than you do. Make their brains 
work for you. Make their knowledge 
pay you dividends by applying it to 
your own business. 

Stop rendering service, installing 
equipment, and selling appliances at a 
less—or without profit. 

Make every business transaction 
you engage in pay you some profit. If 
you can't do this, let such contracts 
go. You are better off without them. 


You don’t waste any energy. You 
don’t have any idle capital. 
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But—there isn’t the slightest reason 
why you should let any business go. 
All you need do is—learn how to get 
the business at a profit. 

The impulses of demands made on 
you for service, equipment and ap- 
pliances find their rise in people’s 
needs. 

And the reason you sell service, 
equipment and appliances is because 
they meet people’s needs to better ad- 
vantage than such needs can be met 
in any other way. 

Therefore—to land contracts, you 
have only to show possible patrons 
how your service, equipment and ap- 
pliances meet their needs better than 
they can be met in any other way. 

Study the advantages your patrons, 
and possible patrons, might gain by 
using electricity instead of other 
means by which their needs might 
be met. 

Then—talk to your patrons, and 
possible patrons, in the terms of their 


own needs. 





Are your salesmen telling patrons, 
and possible patrons, why electric 
light is worth more to them than any 
other kind of light they can get? 

Are your salesmen using arguments 
which show people how electricity 
meets their needs to better advantage 
than they can be met in any other 
Way, at any price? 

Are your salesmen talking the su- 
perior efficiency of electricity for all 
purposes? Are they talking the 
quickness, and ease, and effectiveness 
with which electricity and electrical 
devices eccomplish results? 

If your salesmen are not using such 
arguments on patrons, and possible 
patrons, small wonder you take bus- 
iness at a loss—or without profit. 

But—is there really the slightest 
excuse for this? 

Be honest with yourself. 

Are fear of competition, or ignor- 
ance of how to sell what you have to 
sell at a profit, really good excuses? 

You would not find them accepted 
as such in a Bankruptcy Court. 








A Dollar Idea 


R. Louis Lloyd, Solicitor, Philadelphia Electric Company 


WHEN soliciting for power we frequently encounter the man who is 
vacillating between a motor and 

After all is said and the arguments in favor of the electric motor are 
made, he remembers the claims of the other salesman and feels that he can 
only be convinced by a trial; with a leaning toward a trial of the engine. 

Make your stand there. Tell him how much less expensive the install- 
ation of the motor will be and also how much easier it is to dispose of, and 
get a high second-hand price for the motor. If he must make a trial, urge 
him to make the least expensive trial first. 













an engine. 























Satisfaction 


By ALBERT J. MARSHALL 


Cuter ENGINEER BUREAU OF 


T is to the business-getter, solic- 
itor, power expert, illuminating 
engineer, Canvasser, sign ex- 

pert, call him what you may—that | 
address this article, and the point 
that I desire to bring out is the part 
that illuminating engineering prin- 
ciples (intelligently applied) play in 
solicitation work as a whole. 
Irom time to time, 

since the lighting 
world began to real- 
ize that there were 
ways and ways of 
using artificial light, 
a great deal has been 
written for the ben- 
efit of the central 
station solicitor. In 
these many excellent 
articles, much advice 
and some informa- 
tion have been given. 
The advice has con- 
sisted largely in set- 
ting forth the de- 
sirability (sometimes, 
imperativeness) of 


goal to 


considering economy as the g 


which efforts should be directed, 
and the information has been in the 
nature of formulas to use in order to 
obtain same. The term efficiency 
was oftimes used when the functions 
of economy were to be expressed, 
but technically, efficiency represents 
the ratio of output to input while 
economy deals solely with costs. 
The solicitor, endeavoring to assimi- 
late new thoughts and ideas that 
were being offered and which he felt 





Albert J. Marshall 


ILLUMINATING ENGINEERING 


would be beneficial to his work, in 
many cases looked upon this new- 
found friend, economy, as something 
that would cause his efforts to be 
much more productive and therefore 
more generally recognized and ap- 
When 


use was made of these economical 


preciated by his company. 


principles in lighting work, the 
solicitor felt that he 
was using up-to-date 
methods. 

The improvements 
brought about by the 
use of these econom- 
ical principles con- 
sisted chiefly in a re- 
arrangement and 
equipment of carbon 
filament incandes- 
cent electric lamps* 
consuming 3.1 watts 
per mhep. (.31 mhep. 
per watt or 334+ 
lumens per watt). 
The reduction in cur- 
rent being made by 
reducing the total 
candle power of the lamps that were 
used in the re-arrangement. Some- 
times gem lampst+ consuming 2.5 
watts per mhcp. (.4 mhep. per watt 
or 4.14-+ lumens per watt) were 
substituted for the above-mentioned 
lamps. This change from the 3.1 
watts per mhep. (.31 mhecp. per watt 
or 3.34-+ lumens per watt) to the 
2.5 watts per mhcp. (.4 mhep. per 
watt or 4.14-+- lumens per watt) 


*Oval Archored filament type. Reduction factor .825. 
+50-watt, 20 cp. filament. Reduction factor .825. 








weie aeration anil 


ree Sieg 


eee ee 


so ew greet ene Pee ave Be 


ae 
ew 














—— 
anne 










































































































+ 
a 











258 Selling Electricity 





December, 1908 





lamp meant an actual reduction in 
current, in so far as the lamps were 
concerned, of approximately 20%, 
candle power for candle power. 
With the use of the tantalum lampi, 
burning at 2.0 watts per mhep. (.5 
mhep. per watt or 4.96 + lumens per 
watt) the decrease in current would 
be approximately 35%. The substi- 
tution of the tungsten lamp§, which 
is now operating commercially at 
1.25 watts per mhep. (.8 mhcp. per 
watt or between 7.69 + and 7.93 + 
lumens per watt for the 40 and 60 
and the 100-watt lamps, respec- 
tively) the percentage of reduction 
of current, on the candle power for 
candle power basis, with the 3.1 
watts per mhcp. (.31 mhep. per watt 
or 3.34-++ lumens per watt) lamp, 
figures about 60%. And if we were 
to use as a basis for comparison the 
3.5 watt per mhcp. (.29 mhcp. per 
watt or 2.96 + lumens per watt) the 
use of which was and is by no means 
uncommon, the reduction in current 
figures approximately 65%. From 
these figures we note that the 
tungsten lamp is approximately 
300% more economical than the 
mentioned carbon filament lamps. 
At present the tungsten lamp is 
the most economical of the incan- 
descent types, but it should be borne 
in mind that the possibilities of cre- 
ating a somewhat similar type of 
lamps of even greater efficiency than 
the tungsten is well within the 
bounds of science and reason; in 
fact, it is not an impossible thing 
for a lamp to be commercially de- 
veloped that will bear the same in- 


tTantalum filament. Reduction factor .790. 
§Tungsten 4 loop, 40 and 60 watt. Reduction factor 
.763. 


Tungsten 4 loop, 100 watts. Reduction factor .79. 





creased percentage of economy to 
the tungsten lamp as the tungsten 
lamp now bears to the carbon fila- 
ment type, and this fact, I think, 
forcibly brings out the necessity of 
considering something more than 
the mere economical operating pos- 
sibilities of the lamps when a 
lighting system is being designed or 
re-designed. 

When the tungsten lamp was first 
placed upon the market, many cen- 
tral station managers feared that the 
substitution of it for the carbon fila- 
ment type would be extremely detri- 
mental to their business, feeling that 
the sale of current would be reduced 
in proportion to the gain in economy 
in the lamps. Others felt that the 
tungsten lamp offered excellent 
means to get a good portion of the 
gas lighting business, thus partially 
compensating them for the loss in 
current in other directions. Others, 
again, believed that the gain in 
economy would act as an incentive 
for people to use more light. Gen- 
erally speaking, these opinions were 
held and expressed with the sole 
thought of economy. While econ- 
omy is a good thing and should 
necessarily be appreciated, yet there 
are other considerations more im- 
portant—and the greatest is satis- 
faction. 


Let us forget economy and keep 
as our goal, satisfaction. Let us not 
only endeavor to satisfy the con- 
sumer on the low cost, as to installa- 
tion and maintenance, of his lighting 
system, but satisfy him as to the 
general results, in effectiveness as to 
distribution, in quality and quantity 
of illumination, and finally, in the 
appearance of the system as a whole. 
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In giving a man general satisfac- 
tion, instead of merely giving him 
economy, more current will be used. 
Sometimes greater satisfaction will 
follow the use of lighting fixtures 
which would not be considered as 
models for economy, but which 
would blend properly with the other 
fixtures and the general treatment 
of an interior for which the customer 
may have spent hundreds, and per- 
haps thousands of dollars. Thus we 
sacrifice economy to secure a har- 
monious whole; something upon 
which the eye may feast and be sat- 
isfied. Again we may give satisfac- 
tion by diffusing the light and il- 
lumination beyond what is today 
generally considered _ sufficient, 
where we find that the high intrinsic 
brilliancy of the light source is well 
within the field of vision. Or it may 
be advisable to increase the effective 
illumination. 

It does not require any fine appre- 
ciation of aesthetics or profound 
engineering knowledge in order to 
give a man satisfaction in the econ- 


omy and appearance of the average 
lighting system. Thus exceptional 
cases calling for such appreciation 
had best be turned over to people 
whose business it is to know: the 
cost of their advice is reasonable. 
By using what is ordinarily termed 
good taste, excellent results may be 
obtained. Good taste, if not inborn, 
can more than likely be created or 
developed and stimulated by keen 
and close observation, proper asso- 
ciation and careful and intelligent 
reading. 

When a lighting system is to be 
created or redesigned, keep in mind 
the fact that by giving the consumer 
satisfaction (not merely economy), 
you are not only satisfying him but 
also your company. The general 
result of such all-around good feel- 
ing is that your efforts will be more 
highly prized and appreciated, which 
usually means greater consideration 
and compensation. Therefore, let 
the goal in your work not be merely 
economical operating possibilities 


but—SATISFACTION. 





they claim it is an extravagance. 





A Dollar Idea ae 


SOME people object to buying shades and reflectors for lamps because 
Entirely apart from the fact that proper 
shades or reflectors increase the useful illumination, if the solicitor will point 
out to his customer that the ordinary carbon filament in an incandescent 
lamp, has probably a thousand times the intrinsic brilliancy of a ground glass 
window at noon of a bright day, the customer will realize the injurious effect 
upon the eye of looking at the bare filament. 

It is easy enough to tell the consumer that the naked filament hurts his 
eyes and he may believe it, but the bold statement makes little impression on 
him. The solicitor should know enough about the physiology of the eye to 
place the matter squarely before him, and with such illustrations and com- 
parisons as are necessary to convince him of its importance. 
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Incandescent Electric Lamp Efficiency 


Ro.LpH, 


This is the second installment of a series of articles by 










FE oe 





Mr. Rolph, on the Principles of Illuminating 


Engineering. Last month his subject was “What the Rating of an Incandescent Lamp Really Means.” 
Mr. Rolph purposes, through SELLING ELecrricity, to lay before the central station commercial man the 


HE lamp manufacturer states 
that the efficiencies of incan- 
descent lamps are as follows: 


Carbon-filament 3.1 to 4 watts per cand 
ee eee 2.5 to “ i a 
Lantainm 4... 2 - a r 
Tungsten ..... L tOukZ 


Watts per candle is a shortened ex- 
pression for watts per mean_hori- 
zontal candle-power. The ordinary 
incandescent lamp is rated at its mean 
or average horizontal candle-power. 


good 


Watts per candle gives a fairly 
idea of the efficiency of the lamp, but 
it is nevertheless an unfortunate ex- 
pression. In comparing the efficiencies 
of the carbon-filament and tungsten 
lamp, one should take into consider- 
ation the_reduction factor*of the lamp. 
This factor is the ratio of the mean 
spherical candle-power, or the average 
candle-power in all directions to the 
mean horizontal candle-power. The 
reduction factor of a carbon filament 
lamp is approximately .825, while for 
the tungsten lamp the reduction factor 
averages in the neighborhood of .78. 
On the basis of 3.1 for carbon-fila- 
ment, the tungsten for the same 
amount of light should have its effi- 
ciency expressed as 1.52 instead of 
1.25. This is not a radically different 
value but the comparison of efficien- 


*See Mr. Rolph’s article in the November num- 
ber of Settine Ecvecrricity, page 179, for compara- 
tive table of reduction factors. 


basic principles of illumination, but in concrete usable form.—Ep1Tor. 





cies would be much fairer if the lamp 
rating were mean spherical candle- 
power instead of mean_ horizontal 
candle-power. 

\Vatts per mean spherical candle- 
power, however, would not truly ex- 
press the efficiency of an incandescent 
lamp. As _ efficiency increases the 
quantity expressing it should increase. 
\Vith the incandescent lamp, as the 
efficiency increases, the watts per 
candle decreases. For this reason the 
expression watts per candle has been 
aptly termed “inefficiency.” A more 
reasonable way of stating efficiency 
would be candle-power per watt. 

Let us consider, however, the real 
meaning of efficiency. This quantity, 
when correctly used, is a percentage 
and when used in the engineering 
world, it means the ratio of the energy 
which is obtained from a given piece 
of apparatus to the energy which is 
supplied to it. For example, if we 
state that the efficiency of a steam 
engine is 20 per cent, we mean that 
20 per cent of the energy supplied in 
the steam as it goes into the cylinder 
is transformed into mechanical energy 
and obtained as such at the fly-wheel. 
Ffficiency is expressed by the follow- 
ing formula: 

Output 





Input 


The output must be expressed in 
tcrms of the same units as the input. 
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Light is just as much a form of en- 
ergy as heat or electricity or any form 
of motion. A light-source such as an 
incandescent lamp is simply a device 
for turning into light energy the elec- 
trical energy which is supplied the 
lamp. Therefore, if we can measure 
the energy which a lamp sends out as 
light, we can determine the true 
efficiency of the lamp, for we already 
know the amount of energy supplied 
as electricity. 

This measurement is complicated 
by the fact that the lamp gives not 
only light rays, but heat rays and 
other forms of radiation. One method 
used to determine the energy of the 
visible rays (light rays) is to break 
the radiation up by means of a prism. 
The light rays form the visible part of 
the spectrum produced and all the 
invisible rays are thrown into another 
portion of the spectrum. The visible 
part may then be converted into heat 
by some absorbing device and _ the 
amount of this heat measured. By 
making the necessary corrections for 
absorption in the prisms, ete., the 
exact amount of light energy can be 
determined. Determinations of this 
energy which have been made by va- 
rious authorities differ somewhat, but 
this difference is not serious. Per- 
haps the most reliable determinations 
are those which have been made by 
Dr. Lux in Germany. It is extremely 
interesting to see exactly what per 
cent of energy is turned into light by 
an incandescent lamp and below is 
given a table showing these percen- 
tages, as determined by Dr. Lux. 
These are the true efficiencies of the 
lamps. For comparative purposes the 
efficiencies of other light sources are 
also shown: 


Actual Efficiency 


Light Source. Per Cent. 
Acetylene flame .........6.6... 65 
Gas Mantle, upright ........... 46 

sg PENNS oc uckces 51 
Elec. carbon-filament lamp ..... 2.07 
antaie TAMBS 5. f.0555 cee k ne. +.87 
BUR SCIE TAMA Foes 5 5 oi wa ae ch 5.36 
WIN GSMS MAMIE o> oc cca wecccns ha 3.85 
PiG. ARG TAP. a eck Secs 5.60 
D.C. Arc lamp, enclosed ....... 1.15 
PCS (ASO Ae oicsnc ci dees acwes 1.84 


Flaming Arc lamp, yellow light 15.00 
* ta white “ 7.56 
The most surprising point about 
this table is the remarkably low 
efficiencies. A tungsten lamp, for 
example, has an efficiency of about 
5% ; this means of the 100 watts sup- 
plied a 100 watt tungsten lamp, only 5 
watts are converted into light and the 
other 95 are dissipated in the form of 
heat and other kinds of radiation. 


A distinction should be made be- 


tween comparative efficiencies and 


comparative costs. The efficiency of 
an inverted gas lamp is .5 of 1 per 
cent., and the efficiency of a carbon 
filament lamp is 2%, or 4 times as 
great. This does not mean, however, 
that a carbon-filament lamp will give 
nore light than an inverted gas lamp 
for the same cost, because the cost of 
bringing to the lamp a certain amount 
of energy in gas is very much less 
than the cost of bringing the same 
amount of electrical energy to the 
lamp. 


Considering in general the produc- 
tion of light by a lamp filament, it can 
be stated that the higher the tempera- 
ture at which the filament is operated, 
the higher the efficiency of the lamp. 
This law applies up to a certain very 


* The efficiency of the Nernst lamp has lately been 
increased. 
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high temperature which has not yet 
been attained in practice. This is the 
reason why the tantalum and tungsten 
lamps are more efficient than the 
carbon-filament lamp. The composi- 
tion of the filament is such that they 
can be operated at a higher tempera- 
ture for a reasonable life. The car- 
bon-filament lamp could be made to 
give an efficiency as good as that of 
the tungsten lamp, but the life of the 
lamp would be too short to make it a 
commercial proposition. If a 16 
candle-power, 110-volt, carbon-fila- 
ment lamp was operated at a higher 
voltage, the efficiency would be in- 
creased. The carbon of the filament, 
however, would be vaporized rapidly 
and the lamp would blacken so that 
the life would be only a few hours. A 
carbon-filament has been known to 
attain an efficiency as high as 56%, 
between three and four times as good 
as that of the flaming arc which has 
the highest efficiency of any commer- 
cial light source. The life of the fila- 
ment at this high temperature, how- 
ever, was only a fraction of a second. 
This is exactly what happens when a 
110-volt lamp is placed on a 220-volt 
circuit; the lamp immediately burns 
out, but for a fraction of a second has 
an extremely high efficiency. The 
same, in general, is true of all lamp 
filaments; in fact, the tungsten lamp, 
operated at 1 1-4 watts per candle, 
has now such a long life that the 
manufacturers will probably change 
the lamps so that they will operate at 
one watt per candle, cutting down the 
life and increasing the efficiency. 

The decrease of life with increase 
of efficiency is shown on the labels of 
Gem lamps. Each label is marked 
with three voltages at which the lamp 


may be burned. At the top or first 
voltage the lamp gives its rated effi- 
ciency, 2.5 watts per candle, and its 
rated life, 450 hours. When operated 
at either of the other two voltages, 
results are different, as shown by the 
following table. 


; Watts Hours 
Voltage of Circuit. Per Candle. Useful Life. 


Same as “Top” or 


rated voltage..... 25 450 
Same as “Middle” 

VONARE 6.000005 2.65 640 
Same as “Bottom” 

WOMGME cc ics-3 ates 2.83 940 


Note that increase in actual efficiency 
means decrease in watts per candle. 

The remarkably low efficiencies of 
incandescent lamps explains why 
there has been great activity in this 
field, the last few years. In no other 
branch of research work are there 
such great opportunities for increas- 
ing the efficiency of the products of 
industry as in the lamp field. The 
carbon-filament lamp has an efficiency 
of about 2%; the highest possible 
efficiency attainable with any device 
is of course 100%. An ideal lamp 
then would have an efficiency 50 times 
that of the carbon-filament lamp. 
While it is not probable that an in- 
candescent lamp will ever give over 
C0% efficiency, the room for improve- 
nent is still great, and it is not sur- 
prising that scientists have turned 
their efforts in this direction of late. 
The result is that the efficiency of the 
incandescent lamp has been increased 
since 1904 from 2% to between 5% 
and 6%. Although the present per- 
formance of the tungsten lamp may 
scem remarkably good, it is evident 
that the field has only begun to be 
developed and there are still immense 
possibilities awaiting the scientist and 
inventor. 
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Our Business and Yours 








HEN the strife is on at 
V V Election time, a man us- 

ually makes a point of 
changing his morning paper now 
and then to prevent his judgment 
being biased by the often inspired 
utterances of the able editor. The 
fact is, if you really are interested 
and anxious to obtain the best 
information on any subject, it is 
unwise to rest with the opinion of 
any one man. 


We all see through our own eyes, 
and some of us have astigmatism 
and some of us are near sighted 
and things do not always appear as 
clear to us as to our neighbor. It is 
well, therefore, to make your own 
decisions, to form your own opin- 
ions, on the evidence and advice of 
the greatest possible number of such 
men as are personally and ably 
familiar with the question at issue. 


Acting on this principle SELLING 
ELECTRICITY will in future de- 
vote each issue largely to the con- 
sideration of the different aspects of 
some special phase of the central 
station commercial problem. The 
last issue was a Tungsten Lamp 
Number, this is an Electric Adver- 
tising Number; the next issue will 
be devoted to the subject of Resi- 
dence Business. 

It will not be limited entirely to 
the subject chosen, for there are al- 
ways those developments in matters 
of constant interest that can ill 


, 
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afford to be withheld. The chosen 
subject, however, will be taken up in 
detail, and from all viewpoints, and 
articles by men of note in the central 
station world will discuss all phases 
of the subject. 

We believe that this arrangement 
will best serve the interests of our 
readers. The usual magazine method 
is to serve up monthly an indis- 
criminate conglomeration of theory 
and related experience on such sub- 
jects as are available. They may be 
all well written and contain informa- 
tion of real worth; but it is too often 
one man’s opinion, a smattering on 
many subjects which must be men- 
tally sorted, catalogued and filed by 
the reader. 

In subsequent issues SELLING 
ELECTRICITY will depart from 
this usual form, and take up, each 
month, the consideration of some 
one phase of the commercial electric 
problem which is of vital interest. 
The views of men in the forefront of 
the industry will be set forth, so 
that any one number of this maga- 
zine may be retained as a reference 
on the subject treated. 


vas 


\V Y. HEN the Dollar Ideas 
came in this morning from 
Dayton, Ohio, and we saw 

that every one of them was all 
wool and a yard wide and full 


of the breath of life, we felt so 
enthusiastic over the Dollar Idea 
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scheme that we indited a letter of 
thanks and congratulation to Mr. H. 
W. Chase, the Contract Agent for 
The Dayton Lighting Company, 
and metaphorically speaking fell on 
his neck. 

You see, when this Dollar Idea 
scheme first came to us last June, 
and we sprung it on the unsuspect- 
ing central station world, we ex- 
pected that they would come fast 
and full of light. We notified our 
bank to lay in a stock of new one 
dollar bills, and to insure thorough 
publicity we ran the offer three 
issues and told as clearly as we 
could just what we meant by Dollar 
Ideas. 


The lack of response has been dis- 
couraging. They have come drib- 
bling in one by one, some of small 
virtue, but many with that germ of 
genius which we sought. These we 
have printed together with such 
others as we ourselves have been 
able to drag in from the byways and 
hedges. It has been hard to under- 
stand why in this land of Yankee 
ingenuity we could not find more 
material for Dollar Ideas that would 
be of real service to the men who 
are selling electricity. 

Finally, however, we were talking 
to a contractor one day, who told us 
of a clever scheme he had used to 
land a certain class of business. 
“That’s a Dollar Idea,’ we said; 
“Why didn’t you write us about it?” 

“Well,” he replied, with a grin, 
“tor the same reason, I guess, that a 
man don’t like to make a speech. 
He’s afraid of making an ass of him- 
self. It looks simple enough to me 
and I didn’t want you to think I had 
a big head.” 


There you have it! 

Now, the men and women in the 
New Business Department of The 
Dayton Lighting Company are reg- 
ular human beings, no more, no less. 
It doesn’t mean, because they have 
sent in a block of ten clever Dollar 
Ideas, that they are all pure 
geniuses. What has happened is 
about this: 

Mr. Chase has had his well-trained 
and efficient force together and has 
given them a little talk on our Dol- 
lar Idea scheme. He told them that 
the way for them to turn it to ac- 
count for themselves was to get into 
the game and send in a bunch of 
Dayton Dollar Ideas, for the good 
of the cause, the honor of their com- 
pany and because all dollar bills are 
useful: or words to that effect. 


The result (see pages 225-231) is 
ten little stories of successful selling 
schemes that have actually proven 
ot benefit to the commercial force of 
The Dayton Lighting Company, 
ten clever ingenious advertising 
stunts that have won, ten sales 
schemes that will aid every central 
station man in the country in land- 
ing new business. . 

When you put your penny in the 
slot machine and push the rod and 
nothing happens, you are inclined 
to feel a bit sore, aren’t you? Like- 
wise, in every case you want to feel 
that the other fellow is doing his 
part, that you are not being allowed 
to contribute out of the goodness of 
your heart without anybody coming 
back with reciprocal service or 
courtesy. 

In other words, if SELLING 
ELECTRICITY sends out a call 
for Dollar Ideas for the good of the 
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cause, and you get to work and 
write up a few of your best brain 
throbs and send them in—why then, 
since the rest of the central station 
men have used them and profited 
thereby, you naturally look forward 
to those other Dollar Ideas which 
will be sent in by them in turn. 
You know that just as you have had 
good schemes which they have not 
applied, until you told the story; 
just so, the world is full of other 
Dollar Ideas which have never oc- 
curred to you. 

We appeal to every reader of 
SELLING ELECTRICITY for 
more Dollar Ideas! 

Don’t hesitate to send them in. 
If they are worthy we will publish 
them and send you a dollar bill. If 
they do not qualify you need not 
fear that they will be printed over 
your name. 

We are doing our best to bring 
out into the light of day, all the good 
sales schemes which are selling cur- 
rent for hustling central station 
commercial men. We are present- 
ing them to you, to apply them as 
best you may. 

Do your part! 

Send in all your Dollar Ideas and 
make the other chap send his. 


Oo 


’ \VHERE seems to be a sur- 
prising amount of indecision 
and considerable indifference 

among central station commercial 

men in the matter of sign types. 

There are assuredly good electric 

signs and bad electric signs, those 

that are efficient and those that are 
not. There are signs that may be 
read clearly for two blocks and other 


signs of identical letter size which 
are at that distance but a character- 
less blur. 


Central station representatives 
talk sign efficiency and act in an 
advisory capacity to the merchant 
when he makes his choice of types. 
Should he not know, beyond the 
peradventure of a doubt, which sign 
will give the merchant the most 
profitable and efficient advertising? 

What he aims to sell the consumer 
is not merely a sign for his store 
front which will burn so many lamps 
and bring in a corresponding rev- 
enue to the company. He urges his 
customer to invest in a medium 
for advertising his business, and 
one for which there may be the 
highest possible ratio of return. 
He wants that man to have a sign 
which will satisfy him and endure, a 
sign which fosters a greater depen- 
dence on electric advertising, a sign 
that will build up a stronger and a 
more lasting confidence in the ad- 
vantages of central station service. 

The fact that there are innumer- 
able types of electric signs on the 
market, means that the sign solicitor 
should know their various qualifica- 
tions and where to recommend them, 
not on a basis of operating cost, but 
by virtue of their advertising 
efficiency. 


SELLING ELECTRICITY wants 
information from central stations on 
this subject. What type of sign is the 
most satisfactory from the advertis- 
er’s standpoint? It is important. We 
would like to hear the views of every 
one of our readers. We believe that 
such information properly presented 
would be of great value to every 
sign solicitor. 
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News and Reviews 


Current Items of Interest to Commercial Men 


Church Signs 


The following item appeared in a recent 
issue of the New York Tribune: 

Baltimore, Nov. 27.—The Rev. John 
Roach Straton, pastor of the Seventh Bap- 
tist Church, has gone into competition with 
theatres, moving picture shows, fairs and 
other places of amusement by having a big 
electric sign “Welcome” placed over the 
double doors of his church entrance. 

“T had thought,” he said today, “of dis- 
playing my topics in electric light also, but 
upon investigation found that it was not 
feasible. I have realized that the church, 
in order to attract men, must compete 
with the attractiveness of other places.” 

Mr. Barton Resigns 
retirement of President E. W. 
who will assume the Chairman- 
ship of the Board of Directors, has cost 
the Western Electric Company its oldest 
and most valuable man. 

Mr. Barton has been in the electrical bus- 
iness since 1869, when he gave up teleg- 
raphy to manufacture fire alarms. Since 
then he has been identified with every elec- 
trical movement of any importance. Mr. 
Barton is very largely responsible for the 
wonderfully wide extension of the Western 
plant and service; he has always guarded 
the integrity and high standards of the 
company with an extremely watchful eye. 


The 


3arton, 


An Electric Aim 


Popular Mechanics gives an account of 
an electric sight for rifle or revolver shoot- 
ing at night. This “sight” is in reality a 
small searchlight run by a battery carried 
in the pocket, the cord being carried down 
the sleeve of the operator. A bead placed 
in the centre of the lens throws a small 
shadow in the circle of light on the object 
aimed at. 


Pioneers 


It is a peculiar coincidence that on the 
site of the old Fifth Avenue Hotel, one of 


the first hotels to install electric lights, 


The Hedden Construction Company, in 
building a new office building, is using 
about the first alternating current motors 
applied to hoists. 

More than six hundred horse-power is 
thus used, beside a large equipment of 
incandescent and arc lamps. 


Meeting to Discuss Autos 


A number of automobile experts and 
central station men met at the Massa- 
chusetts Institute of Technology on the 
evening of November twelfth to discuss 
the application of the storage battery to 
electric automobiles. 

A paper on the “Principles of Operation 
and Care of the Exide Battery” was read 
by Mr. Bruce Ford, of the Electric Storage 
Battery Co. of Philadelphia. While Mr. 
Ford’s paper was rather technical, Mr. 
Frank J. Stone, manager of the Boston 
Office of the Electric Storage Battery 
company, and the chairman of the meeting, 
gave a short talk on the future of the 
electric automobile, especially in relation to 
the central station. Mr. Stone pointed out 
that the current consumption of the pres- 
ent machine is only about half that of the 
old types and that the central stations can- 
not get a better day load than the bat- 
teries of these modern, efficient, electric 
autos. 

Show ’Em Graphically 


There seems to be a lot doing in the 
lamp-testing wattmeter line. Some of 
these little meters can be screwed in any 
lamp socket, the lamp in turn being 
screwed in a socket in the bottom of the 
meter. Turning the switch then shows, 
on the indicator, the number of watts the 
lamp consumes. 

Several companies are manufacturing the 
small meters, which are very useful in 
showing the customer where and how the 
high efficiency lamp saves him money. Put 
a carbon lamp on one of them and a 
tungsten on another, 
from Missouri. 


then call the man 
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A Repeating Arc Lamp 


The Electrical Review (London) con- 
tains an account of the “Oriflamme” maga- 
zine open-flame arc lamp, which created 
much discussion at the Manchester Elec- 
trical Exhibition. 

A life of about forty hours without 
trimming is obtained by loading the lamp 
with nine pairs of automatically adjusted 
electrodes. 

New Show 

The Electrical World states that a West- 
ern-Southern Electrical Show is proposed 
for Cincinnati in March next and that al- 
most a third of the space is now contracted 
for. The leading manufacturers and supply 
houses of the vicinity are behind the ven- 
ture. 

Illuminated White Wings 

We note in the Electrical World an 
article describing the electrically lighted 
street cleaning men in Chicago. It seems 
that some men were killed and all were 
bothered by trucks and automobiles, when 
working on the heavily laden streets at 
night, so the South Park Board of Com- 
missioners bought a number of 2-volt, 
6-ampere, 10-hour batteries, which fitted 
the hip pockets of the men’s uniforms. 

Attached to the man’s helmet is a small 
tungsten lamp and a cord connecting it 
with the battery run up the man’s back 
under his coat. 

The battery is connected up when the 
man goes to work at night and is left 
connected until he quits working in the 
morning, when it is re-charged. 

The plan is so successful that it has been 
announced that it will be permanently 
adopted by the commissioners for the use 
of the night squad employed on streets 
where their work is hampered by vehicles. 


From “Hot Points” 


The November issue of “Hot Points,” the 
little house-organ published by the Pacific 
Electric Heating Company, contains three 
announcements of more or less importance. 

Firstly—63-65 West Washington street is 
the new Chicago headquarters. The branch 
oftice that has been in Chicago for the past 
two years has developed into a full-fledged 
factory and assembling room. 


Secondly—The Pacific people shipped a 
carload (5,000) “Hot Point” irons to the 
Commonwealth Edison Company of Chi- 
cago. This is the largest single iron order 
oi record. 

Thirdly—The Pacific electric iron has been 
recommended by the Underwriters Labor- 
atories for endorsement by the National 
Board of Underwriters. 

Congratulations are in order. 


Popular Mechanics 

Popular Mechanics tells of a cheap and 
efficient substitute for the pull chain socket. 

“Remove the hard rubber thumb piece on 
the lamp socket and supply a common spool 
in its place. Fasten a strong cord with 
extended ends to the spool, giving each end 
a few turns around the spool in opposite 
directions. Pulling one string will turn the 
current on, and pulling the other will turn 
the light out.” 


Sawing Wood 
The December General Electric Review 
contains a very complete description of the 
Great Southern Lumber Company’s plant at 
Bogalusa, La. The plant has an annual pro- 
duction of something like a hundred and 
seventy-five million feet of lumber, which 
is sawed, planed and dressed by power from 
eighty-one G. E. motors. 
A Corn Popper 
The Domestic Electric Company have re- 
cently put on the market an electric corn- 
popper. It is similar to the old style popper 
in general form. A heating unit is placed 
in the bottom and connected by a cord to 
any socket. It works successfully and is 
clean and economical. 


Conservative 


The West Ham (England) Electrical Bul- 
letin gives the following item from its com- 
patriot, the Journal of Gas Lighting. 

“The dazzling and flickering lights of 
fiame arc lamps suspended just above the 
heads of the users of streets are almost 
blinding; and, though the eyesight be 
strong, it is very irritating to pedestrians 
to pass along streets well and (for the eyes) 
comfortably illuminated, and then at inter- 
vals to have the glare of a selfish shop- 


keeper's lamps thrown into their eyes. 
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There are some shops, too, where flame arc 
lamps cannot be used; and these shops have, 
unfairly, attention diverted from them by 
other more showily illuminated shops. The 
streets were not made for shop keepers 
alone: and attraction to their premises ought 
to be made by other means than by a group 
high-power _ lights. 
Goodness only knows what we shall come 
to if this illumination competition among 


of these excessively 


tradesmen is allowed to be carried further. 

Certainly what is already being done 
produces most inharmonious effects in the 
illumination of streets.” 


Electrically Driven Punkah 


The Electrical Review gives an account 


of a motor driven punkah, the swinging 
curtain used in Eastern countries to keep 
insects from the face of a sleeping person. 

The punkah is usually kept in motion by 
a native servant, but the motor driven one 
is superior, as it never sleeps or gets tired. 
While not the first 
punkah, this latest claimed to be 
better than others because it 


electrically driven 
one is 
gives a very 
good imitation of the peculiar jerk given 
the rope when pulled by hand. 


Gille Lectures 
“On November 9th,” says the Stone and 
Webster Public Service Journal, in an item 
from Minneapolis, “Mr. H. J. 
this body 
of local business men on the subject of 


Gille, contract 


agent of company, addressed a 
‘Home Lighting.’ ” 


results cannot fail to follow such 
these. The 


man taking the attitude of public instructor 


Gor vd 
addresses as central station 
on subjects of which he must know much 
is a new institution, but a logical and very 
useful one. 

New State Association 

Thte Electric Light Association of Indiana 
was formed in Indiana on November twen- 
ty-fourth. It is composed of the enthusias- 
tic managers of twenty-four of the leading 
central stations of the state. 

While the only pre- 
liminary to one to be held on January 26th, 


first meeting was 
a number of plans were discussed, the or- 
ganization warmly endorsed, and the fol- 
lowing officers elected: President, Mr. T. 
C. McReynolds, manager of the Kokomo & 


Western Traction Company, Kokomo, Ind. ; 
secretary-treasurer, Mr. Fred Leslie, super- 
intendent Muncie Electric Light Company, 
Muncie, Ind. 


Mr. D. F. Fradette Goes to Des Moines 


Mr. D. F. Fradette, formerly commer- 
cial man for the West Penn Electric Com- 
pany at Connellsville, Pa., has accepted the 
contract agent with the Des 
Moines Electric Company, where he has 
begun a strenuous campaign 


position as 


for electric 
advertising. 
News from the Wagner Company 

The Wagner Electric Manufacturing 
Company announce the appointment of Mr. 
John Mustard as Assistant Manager of 
Sales for the East, including Pittsburg and 
territory thereof, with headquarters 
Mr. Mustard has 
Electric Manufacturing 
Company, as District Manager at Philadel- 
phia, for the past fifteen years. 


east 
in Philadelphia. been 


with the Wagner 


Technical Building Burns 


The Technical building on New Mont- 


gomery street, San Franciscd, was de- 


stroyed by fire on election night. It was 


the home of the Journal of Electricity 
Power and Gas, and the agencies of the 
Federal Sign Company, the General In- 
candescent Lamp Company, the Crescent 
Company, the Columbia Incandescent 
Standard Electrical 
Electrical Company 
and mechanical com- 
All of the companies affected by 


Lamp Company, the 
Works, the Woolley 
and other electrical 
panies. 
the fire are displaying true courage and 
are in 


temporary quarters 


reconstruction of the 


pending the 
Technical Building, 
which will be ready for occupancy about 
January first. 
To Utilize Culm Banks 

The New York Times printed the fol- 
lowing news from the coal country: 

Hazleton, Pa., Nov. 27—Some time ago 
the Markles, coal operators, determined to 
utilize the refuse from the coalbanks 
culm to produce steam with 
which to generate electricity. A charter 
was procured, and the Harwood Electrical 
and Transmission Company was the result. 

Today the 


known as 


first movement was made 
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toward utilizing this vast plant. The 
United Gas and Electric Light Company 
and the Irondale Electric Light Company 
of Bloomsburg, the Standard Gas Com- 
pany of Danville, the Berwick Electric 
Company of Berwick, and the Columbia 
and Montour and the Danville and Blooms- 
burg Electric Railway Company were 
merged into one corporation. 

The equipment of the trolley roads wilt 
be greatly improved, the financial backing 
of the new corporation making possible a 
better service. The electric power houses 
in the towns will eventually be dispensed 
with, the proposition being to secure the 
power necessary for operating the trolley 
reads from Harwood, near Hazleton, 
where the mammoth plant of the Markles 


has been erected. 


Better Than Acetylene 


Under the caption “Better Than Butter,” 
the following paragraph appeared in_ the 
Acetylene Journal. 

“We must admit that acetylene seems 
to be beaten several points, and that by 
petroleum, as regards entering the list of 
edibles. We cannot imagine that any article 
of table food or drink could be cnvolved 
from our illuminant. Petroleum would 
seem to be ahead because petroleum butter 
has come, as recently shown by a writer in 
the New York Press. He says it is far 
superior to most of the cheap so-called but- 
ter that is sold in corner groceries, and a 
good deal better than oleomargarine. 

After all, we may console ourselves that 
the defect in acetylene to be lacking in 
such regards is not so great. Acetylene 
shines to beat everything else short of the 
sun. That is better than being a_ butter 
ingredient.” 

While electricity will not do as a basis 
for butter, it will run the churn and that is 
still better. 


’ 


“The San Joaquin Valley’ 


Under the above title, Clem. A. Copeland 
in the Journal of Electricity, Power and 
Gas tells of the wonderful things that elec- 
tricity is doing for that immense tract, com- 
prising nearly a quarter of the state of Cali- 
fornia. The article is a long one, but so 


very copiously and beautifully illustrated 
and entertainingly written, that its reading 
is a pleasure. 


Present N. E. L. A. Company Branches 

The National Electric Light Association 
Bulletin gives the following list of Com- 
pany branches already formed, with the 
number of members: 

Edison Electric Illuminating Company, 
Altoona, Penna., 7. 

Bennington Electric Company, Benning- 
ten Ve, 2 

Edison Electric Illuminating Company 
Brooklyn, N. Y., 139 

Commonwealth Edison Company, Chi- 
cago, TIl., 358. 

North Shore Electric Company, Chicago, 
[ll., 69. 

Denver Gas and Electric Company, Den- 
VF, Cc lo., 4z, 

Philadelphia Electric Company, Philadel- 
phia, Penna., 152. 

Rochester Railway and Light Company, 
Rochester, N. Y., 117. 

Potomac Electric Power 


Washington, D. C., 14. 


Company, 


Electricity and Funerals 
An English correspondent favors us with 
a newspaper cutting showing one of the 
most amusing displayed advertisements we 
have seen for some considerable time: 





BUILDER & CONTRACTOR 
CAS, HOT WATER AND 
SANITARY ENCINEER, 
DECORATOR. 


Electric Light and 
Bell Installations 














Telephone 
No. 176. 


UNDERTAKER 


and 


MONUMENTAL— 
—~ MASON. 


Funerals to all Parts 
Personally Conducted. 
Modern Methods for 
carrying out Arrangements 
esigns and Estimates for Me- 
morials submitted. 


Norwich Union 
Fire and Life 
Office. 


| Spade Road, Slop-on-Sea 
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Co-Op. Soliciting 


In developing new electric current supply 
business for itself, the Cadillac Water & 
Light Company, of Cadillac, Mich., under 
the direction of Manager George D. West- 
over, recently put into execution a novel 
plan of the profit sharing order for its 
employees, which proved an almost instant 
success. According to this, every employe 
of the company becomes a special solicitor 
for new customers and each one is paid 
according to the results obtained. Each 
profit-sharing contract must be, as a min- 
imum, for 10 lamps, and for this minimum 
the employe receives an extra half day's 
pay. For a 15 or a 20-lamp contract an 
extra full day’s pay is awarded. The re- 
sults thus far have been exceedingly grati- 
fying, both in the volume of new business 
secured and in the individual interest cre- 
ated among the employes in the company’s 
welfare.—Electrical Record. 


Cerium Filament Lamp 


“A patent was recently issued,” says 
Popular Electricity, “covering an incan- 
descent lamp filament formed of nitride 
of cerium. It is claimed that the metal 
cerium when at a red heat has the re- 
markable property of reacting with pure 
nitrogen and thereby forming a_ nitride 
which has a metallic lustre, and is a good 
electrical conductor. In this reaction, the 
compound, being exothermic, enormous 
heat is generated, which makes the mass 
undergoing reaction glow with a brilliancy 
equal to the arc light.” 


Opening for Commercial Man in Indianapolis 


Mr. H. V. Haft of the Merchants Light, 
Heat and Power Company, Indianapolis 
advises us that he is anxious to secure the 
services of a competent commercial man- 
ager. This should be an exceptionally 
good opening for the right man. 


R. E. Hunt Promoted 


The Utah Light and Railway Company 
of Salt Lake City, has made R. E. Hunt 
assistant general manager. Mr. Hunt has 
for some time been superintendent of rail- 
way service. 


Tablet at Ampere 


A bronze tablet to Ampere, the French 
scientist, was unveiled at Ampere, New 
Jersey, on December 3d. The tablet is 
the gift of the Crocker-Wheeler Company 
and bears the following inscription: 


ERECTED OCTOBER, 1908 
BY THE CROCKER-WHEELER COMPANY 


AT AMPERE, NEW JERSEY 
Born AT Lyons DiED AT MARSEILLES 
177 1836 
In Honor oF 
ANDRE-MARIE AMPERE 
Wo FounbDED THE SCIENCE OF 
ELectro-DyNAMICS 
ANp WHosE NAME Is USED 
THROUGHOUT THE Wor_Lp 
TO DESIGNATE THE UNIT OF 


ELECTRIC CURRENT. 


His Excellency, the French Ambassador 
and Dr. S. S. Wheeler, the president of 
the company, made short addresses. 


Safety in Electricity 


To prove that the use of electricity is 
safer than gas, a local firm of electrical 
engineers presents the following compari- 
sons based on the report of the Massa- 
chusetts Gas and Electric Commissioners 
for the June 30, 1907, fiscal year and the 
record of the Boston Underwriters: 


Gas Elec. light 
Consumers in Massachusetts 2,425,644 2,531,074 
Fatal accidents to the public 1 
Non-fatal to public 2 
Fire loss cause 17 


It will surprise most people, probably, to 
find that there are more consumers of elec- 
tricity than of gas in the State.—Electrical 
W orld. 


The Chicago Show 


The Chicago Electrical Show will be 
held at the Coliseum, Chicago, January 
16-30, 1909. 

It is to be hoped that the Chicago Show 
management will take a lesson from the 
New York Show and eliminate the shoe 
blacking, gas mantles, moving picture ma- 
chines, near jewelry and postal cards. 
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Hale Moves Up 


Mr. R. S. Hale, 
who for some years 
has been the general 
agent of the Edison 
Electric I[lluminat- 
ing Co. of Boston, 
and in direct charge 
of the new business 
activities of the com- 
pany, has received a 
well deserved _ por- 
motion. Mr. Hale 
is now the superin- 
tendent of the sales 
department. Mr. 
C. J. Hatch succeeds him as general agent. 
Mr. Hale will still guide the commercial 
fortunes of the Boston Edison Company, but 
with greater scope and power. 


R’ S. Hale 


New N. E. L. A. Company Branch 


A new company branch of the National 
Electric Light Association has been 
formed under the auspices of the North 
Shore Electric Co. of Chicago. Mr. John 
G. Larned writes, that there are at present 
seventy members. 

The first regular meeting was held Tues- 
day, November 24: various papers were 
read and the session was an interesting and 
instructive one. 


The following are the officers of the 
Branch: Chairman, Mr. George H. 
Lukes; vice-chairman, Mr. John S. Rees- 
man; secretary, Mr. John G. Learned; 
treasurer, Mr. H. Johnston; executive com- 
mittee, Mr. B. Harpole, Mr. V. V. Par- 
shall, Mr. J. A. Schabeck. 


Ye Yule-Tide Gifts 


The Westinghouse Company is dis- 
tributing through its agencies “Ye Westing- 
house Book of Giftes,” a neat little pamph- 
let, part of which is printed in imitation 
of an Old English book. 


It describes the Westinghouse electric 
iron in its attractive Christmas box and 
wrapping. The little book also tells of the 
tension spring, a neat device, arranged to 
take up the slack in the flexible cord, thus 
keeping the cord from dragging on the 
work. 


The Prison Ship Martyrs’ Monument 


The last effort of the late Stanford 
White, the Prison Ship Martyrs’ Monu- 
ment, erected by the “Society of Old 
Brooklynites,” is one of the most beautiful 
of our modern monuments. 

The monument proper is erected on the 
highest part of Fort Green, and is sur- 
rounded by a granolithic plaza, two hundred 
and twenty feet square. Roughly speak- 
ing, the shaft is eighteen feet in diameter 
at the base and one hundred _ twenty- 
five feet high, topped with a bronze urn 
twenty feet high. An electric elevator 
runs to the urn. 

While always a handsome monument, it 
is at night that its true beauty is most 
apparent. At the top of the immense urn 
is a glass hemisphere directly over eighty 
100-cp. Gem lamps with Holophane reflec- 
tors. From the top of this urn shoots an 
immense open gas flame. At the four cor- 
ners of the plaza on which the monument 
is placed are granite standards ten feet 
high and three feet in diameter, each one 
containing a Toerring inverted arc with 
special parabolic reflector and with a small 
window cut in the upper part through 
which the light from the arc is trained on 
the monument. 

At night the shaft appears as an immense 
snow white granite torch. 


L. F. Brown Buys Out Matthews-Brown 
Sign Co. 

Lewis F. Brown has announced that the 
electric sign business formerly conducted 
as the Matthews-Brown Sign Company, 
Cincinnati, will be known as Lewis F. 
Brown & Company. 


Wagner Promotes F. N. Jewett 

Frank N. Jewett, for two years district 
sales agent of the Wagner Electric Manu- 
facturing Company at Chicago, has been 
made general sales manager with head- 
quarters at the St. Louis factory of the 
company. 

H. A. Brown Changes 

The Crocker-Wheeler Company has lost 
Hugh A. Brown, for some time connected 
with the Chicago office. Mr. Brown has 
Lought an interest in the Rockaway Coaster 
Company. 
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The buyer’s atte 
the attractiveness 


HALT 
and 
HOLD 


‘“oet home.” 








This pose is one of a number for cards especially made for 
Brooklyn Electric Illuminating Company, Brooklyn, N. Y. 








Half Tone Reproduction Full Size of Card. 





ntion through 
of the vehicle 


conveying your advertising ap- 
peal and the latter will surely 


Real Photograph Advertising Cards 


are an attractive vehicle 
of publicity and will 
take “home’’ the Cen- 
tral Station’s advertis- 
ing appeal. A cam- 
paign in the interest of 
Electric Heating Ap- 
pliances through the 
medium of these cards 
will show asurprisingly 
satisfying result. This 
is the proof of ex- 
The cards 
are real photographs, 
printed on sensitized 


perience. 


paper direct from nega- 
tives. An original series 
of real photograph cards 
will make a producing 


“advertising campaign. 


The Rotograph Co. 
Photo-Advertising Dept. 


684 Broadway, New York 








In writing to advertisers mention “‘ Selling Electricity.” 
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bE I acer THERE ARE 
15 “Dollar Ideas” 


IN THIS ISSUE 





Why don’t you send in a few? 


Read on Page 263 

















ASK FOR ONE OF 


Lamb’s Sunshine Charts 


They are handy 
when the customer kicks 
and they come 
for the asking 


Schaum Engraving 
& Printing Co. 


Engraving & 
Successors to Clark Printing Co. 





Milwaukee, Wisconsin 


Get Acquainted With This Sign 
Designers--Engravers--Printers--Advertisers 





























In writing to advertisers, mention “Selling Electricity.” 
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Do You Ever Want to Know 


The size of a billboard poster? How population is distributed by 

The size of a street car card? states? 

What Poultry, Farm and other The average wages of a given class 
papers are published in a given state of people? 


salitw? : : 
or locality! ; Number of Dealers in various 
How to correct proof so the printer 









. b j -? 
 =«will understand? vanes, OF enone = ? 
i [FQT The number of words in a square A date—for this year oF Bane 
VU i ISIN inch of type? The cost of advertising in any 
Rn What 10-point type—or any other Publication? 
ATA Bax point—means? Or on billboards? 
How advertising space is meas- Or street cars? 







ured—in newspapers or magazines? 
The width of a column—in news- ly, monthly—papers, magazines, 
papers, magazines, mail order ee : : 
papers? religious, agricultural, mail-order, 
What kinds of type you want to etc.—rates—dates of closing adver- 
use? tising forms—width of column—etc. 


Ghe MAHIN 
Advertising 
Data Book 


TELLS all the above and many other things—and you can have it w2th you, a// the time, in 
your vest pocket—to consult to your profit at odd moments. It is a beautiful little volume of 
556 pages on India paper, gilt edged, bound in red morocco, flexible covers, gold stamped. 


The Mahin Advertising Data Book is worth more than the price—but in addition you will 
receive : 


Five Addresses by John Lee Mahin. 


Advertising the Highest Form of Commercial Achievement—delivered before the ey 
of Michigan. 


The Basis of Advertising—delivered before the Pacific Coast Advertising Men’s .° 
Association. ¢ 
The Commercial Value of Advertising—delivered before the College of Commerce 
and Administration of the University of Chicago. 
The Purchaser's State of Mind—An Essential of Value—delivered before the 


Lists of Publications—daily, week- 




















University of Illinois. he MAHIN 
Who Pays tor the Advertising?—delivered before the International Be 
Advertising Association. a ADVERTISING 


And a Sample Copy of THE MAHIN MESSENGER =~ — COMPANY 


s , 
A Trust Bidg. 
If, after ten days you would like to keep all of the above and |“ _ CHICAGO ” 


be put upon our list to get The Mahin Messenger eleven more 







ee 

times, then just send us $2.00 and the literature is all your ag rte a rene 
own. If you do not want the Data Book, the lectures ¢1_The Mahin Advertising 
and the Messenger, return them and you owe _ us : Data’ Book. 

nothing. Wereservethe right to withdraw this offer. » 





. 2—The Mahin University 
MAHIN ADVERTISING COMPANY Lectures. 


. "If after todays I would like to keep the same, I will send 


823 American Trust Building, Chicago you two deilars, and you are to send me The Mahin Mes- 


senger for 1908 without further cost or action on my part. 







S.C. DOBBS, Sales Manager, the Cocoa Cola | 
Company, Atlanta, Ga., says: ‘‘I could not Ch NAM eeeeeeeeseceseseeeeeceseeeeeecneneneenenatennne nnenenetenaeaenenmmangens 
properly run the advertising end of this business . 
without The Mahin Advertising Data Book.’’.” AE ance csarvcapronprenetecent Wesson oeteaitecd 






In writing to advertisers, mention ‘‘Selling Electricity.’’ 
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Manufacturing Company, St. Louis, Mo. 


————— oS 








Producers of the 
Commercially Successful Single-Phase Motor 


Pioneers in Power and Lighting Transformers 


Manufacturers of the most comprehensive line of | 
Switchboard & Portable Instruments offered today 


Correspondence invited — Address the nearest office 


Pattee GAGs... 5... ....000,<000000 Empire Building New York, N.Y...............50 Church Street 
Boosted, DRss8..............+:.00006. 110 State Street Philadelphia, Pa......Real Estate Trust Bldg. 
Chicago, Ill....... ..Marquette Building Pittsburg, Pa..........Farmers Bank Building 
Cincinnati, O.....First National Bank Bldg. Portland, Ore...... ...McKay Building 
Cleveland, O.... New England Building St. Louis, Mo............6400 Plymouth Avenue 
Denver, Colo..... ...1621 Seventeenth St. San Francisco, Cal. ...Balboa Building 
Kansas City, Mo..............Dwight Building Seattle, Wash.... ...Pacifie Block 
Los Angeles, Cal......210 So. Los Angeles St. Sioux City, Ia...... ..515-517 Fifth Street 


Minneapolis, Minn....... Security Bank Bldg. Montreal, Canada. Bell Telephone Bldg. 


Has Your Company an 
Illuminating Engineering Department? 


OST Illuminating Engineering Departments established by 
central stations, operate upon the single basis of economy 
—reduction of station income. If the Bureau of [lumina- 

ting Engineering is retained in a consulting capacity by your 
company, we will demonstrate that the true basis for such a 
Department is satisfaction to the customer, and that this almost 
invariably can be given at no reduction in current consumption. 


emphasises the value of our services 


Bureau of Illuminating Engineering 
437 Fifth Avenue, New York 


The advent of the Tungsten Lamp 
Albert J. Marshall, Chief Engineer 


S SS eS SSE TT llSE—SS~SE=S=E=SS==ahp=panppunrnpnEOESESSpS=p=ss=yqs—' J 
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Electricity controls more trades, directs more men, offers more 
opportunities, than any other power that man has yet discovered. 
A knowledge of electricity makes those opportunities yours. It opens to you new fields, 
gives you new ideas, keeps you abreast of the times. You can get that knowledge by 
home study, during your spare time, from the 


CYCLOPEDIA or APPLIED ELECTRICITY 


NEW SIX VOLUME EDITION JUST OUT 








5,000 Pages, 7x10 Inches, Bound in Half Red Morocco. 500 New Pages — Innumerable New Ideas. 





Treats in detail every practical, up-to-date electrical appliance. Every subject mentioned below presents a 
new opportunity: every page tells you how to grasp it and profit by it. It is written so simply and clearly, and 
is so comprehensive and authoritative, that you will find it full of opportunities for you, whether you are 
already an expert electrician, or a young man just learning a trade. 

Each section is written by an expert, illustrated by special drawing, diagram or photograph, simplified by 
tables and formulas, proved by practical test questions, and carefully indexed forready reference. Tointroduce 
our correspondence courses, from which the Cyclopedia was compiled, we make this special 30 day offer. 


$18.00 Special Price Regular Price $3600 


ee «=A bsolutely FREE for 5 days’ examination. Sent, express pre- 
paid, on receipt of Coupon. If you want the books, pay us $2 within 
5 days and $2 a month until you have paid the special price of $18.00; otherwise return them at our expense. 
We employ no agents to annoy you. 


Some of the Subjects Treated 


Electric Wiring — Flectrie Bell Wiring — Electric Telegraph — Wireless Telegraphy — Telautograph — Theory, Calculation, 
Design and Construction of Generators and Motors—Types of Dynamos and Motors—Elevators—Direet Current Motors 
Direet-Driven Machine Shop Tools—Electrie Lighting, including Are and Ineandescent Lighting—Nernst Lamp, Cooper- 
Hewett Lamp, Osmium Lamp, Ete.—Eleetrie Railways, including Third-Rail System, Multiple-Unit Control, Eleetro- 
Pneumatic Control—Alternating Current Motors, Ete.—Single Phase Electric Railway—Eleetriec Welding—Mereury 
Vapor Converter—Management of Dynamos and Motors, including the Location and Remedy of Troubles, such 
as Sparking atthe Commutator, Heating, Ete.—Power Stations—Central Station Engineering—Central Station 
Design—NStorage Batteries, including Charging and Discharging, Troubles and their Remedies, Tests for 
Impurities, Ete.—Power Transmission— Alternating Current Machinery, including Alternating Current 
Generators—Synchronous Motor, Induction Motor, Transformer, Rotary Converter, Frequency Changer 
Ete.—Telephony, including Instruments, Lines, Exehanges, Common Battery Systems, Operation, 
Maintenance — Automatic Telephone — Wireless Telephony — Telephone Line Protection—Teleg- 
raphone, Ete. 


tt “Ry, AMERICAN ScHiooL OF CORRESPONDENCE 


shenielll DIV. 183, CHICAGO 








A. 8. of C. 
Please send 
Cyclopedia of 
Applied Electric- 
ity for FREE ex- 
amination. I wilisend 
$2.00 within five days 

2.00 a month til 

8 00 
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HOW TO ADVERTISE 
A RETAIL STORE 
BY ALBERT E. EDGAR 


TEACHES 


How to lay out advertising copy, 

How much space to use, 

How to design an attractive space-saving name-plate 

What a headline should accomplish, 

How to get and use proper illustrations, 

How to write your advertising introductory, 

How to describe an article so as to make sales, 

What style and method of pricing you need, 

The preparation of effective, free advertising, 

How to find and properly use selling points, 

The making of store papers, booklets, leaflets, folders, advertising letters, and 
mailing cards, 

The organization of a follow-up system, 

The uses of calendars, blotters, post-cards, advertising novelties, package en- 
closures, and hand-bills, 

Proper methods of window advertising, 

Correct outdoor advertising, 

Spring, fall and other openings advertising, 

Two-hundred-fifty selling helps, guessing and voting contests, drawings, schemes 
to attract boys and girls, premium schemes, 

The sensible advertising of special sales and clearance sales, 

The uses of leaders and bargains, 

Many novel sales plans, 

The promotion of business in a number of specific retail lines—this department 
alone occupies about 100 pages, 

Mail order advertising and general advertising, 

Points about type, borders, ornaments, and cuts, 

Nearly 20 pages of practical and helpful hints on how to lay out advertising copy, 

How to read proof and technical terms. 








How this is done is demonstrated by the use of 


641 ILLUSTRATIONS AS MODELS 


Showing how all these things are accomplished by the highly paid ad managers 
and the cross-roads storekeepers 


Price $3.50 Postpaid—on a money-back basis 


THE OUTING PRESS, DEPOSIT, NEW YORK, U. S. A. 


In writing to advertisers, mention ‘‘Selling Electricity.’’ 
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WHERE THE. 
POWER COMES FROM 


CENTRAL STATION MAN the other day 
dropped the remark that electrical advertising was 
so much alike the only way he could tell the dif- 
ference between campaigns was to ‘* look at the 
lamps.”’ 

Then he pointed to the waste basket. 

Uncle Sam’s morning mail had given it a busy 
and prosperous appearance. It was brimming. 

Pamphets, booklets, form letters, mailing cards 
and folders were in the discard. One glance 
through them illuminated the subject ; there was 
a sameness, a monotony —a sort of ‘‘ cold-gray- 
dawn-of-the-morning-after ’’ repetition. 

Because an idea happened to be obvious with- 
out extra brain-energy, it was popped on to paper 
and Fate seem to ordain that every other man had 
the same impromptu plan, or picture, or line of 
thought. 

The power in any piece of publicity comes 
from its originality—from the ‘‘ spark’’ in it. 
The same thing is true of electric lamps. The 
market is flooded with ‘‘ Just lamps’’ ; but the one 
that makes a Broadway glitter has an extra 
**spark,’’ you’ll find—and that’s the lamp that 
does business. 

Men, lamps, and advertisements are much 
alike in this respect; they ve got to rise above the common-place; must 
possess 2 flash and a something that means genius, not clothes, type, and 
tinpan oratory. 

You send out so much publicity print and picture each year, don’t you ? 
You do it because time and trade have proven the vital necessity and good of it. 

Have you confidence’in this postage-eating process? Do you read it over 
and recognize in it, yourself, something in keeping with the spirit of the 
times? What does the OTHER MAN think of it ? 

The Ethridge Company likes the preparation of copy and designs of this 
nature for YOUR business in a way that a conscientious student likes his 
problems — they fascinate him with their possibilities. If it’s a lamp fixture or 
a coil of wire, our force wants to prick them and see the red blood flow; in 
short, desires to ‘‘ get next ’’ to the essential parts and features before a line is 
written or a stroke is drawn. 

This is not only common sense, but it is business judgment. It makes the 
Ethridge Company broad in its views, experienced in its handling of many 
subjects, and practically valuable to the concern for whom it is working. 

If you want copy or designs that have the ‘‘ spark,’’ if you want the pub- 
i licity that ‘‘ rings true’’ from the intelligent interpretation of the problem, drop in, by person or 

| pen. You'll find that we don’t illustrate electric light or power ads with pictures of East India 

: Fakirs, and we do not dodge commercial facts by cloaking copy in everything from Ben Franklin 
th to the Congressional Record. 
: We write and draw YOUR business. 
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THE ETHRIDGE COMPANY 


tt | 41 UNION SQUARE, NEW YORK CITY 


In writing to advertisers, mention ‘‘Selling Eleetricity.’’ 
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Mr. Consumer: 


When you buy Lamps 


Buy G. I. Lamps 








Best Lamps 
Lowest Prices 


TheGeneral Incandescent LampCo. 
Cleveland, Ohio 


Cincinnati Office: San Francisco Office: 


225 E. 4th St. 403 Atlas Bldg. 
Seattle Office: 223 Colman Bldg. 

















SUPPLIES 

TELEPHONES 

NOVELTIES 
Catalog of 200 Free. If it’s Electric we have it. Big Catalog 4c 


OHIO ELECTRIC WORKS, Cleveland, Ohio 


The World’s Headquarters for Dynamos, Motors, Fans, Toys, 
Batteries, Belts, Bells, Lamps, Books. 


We Undersell All We Want Agents 














Federal Two-Light Fixture 


For Large Units—No. 560 








Available with lamps 
up to 100 watts, and 
shades as large as EQ, 
1 9, and F 9 Holo- 
phane. 


For use’ wherever it 
is advantageous to 
use a small number 
of units. 





Write for Bulletin No. 287. 


Federal Electric Company 
Chicago, Ill. 


See our exhibit at the Electrical Show, 
Coliseum, Chicago, Jan. 16-30, 1909. 


Lake and Desplaines Streets, 

















BUY BUCKEYE 
TUNGSTENS Now 


B-E-C-A-U-S-E 


Buckeye Tungstens are skillfully, care- 
fully and honestly made. 

Buckeye Tungstens are long of life 
and constant in service. 

Buckeye Tungstens were reduced 10% 
in price on September Ist. 











BUCKEYE ELECTRIC CO. 
CLEVELAND, OHIO 











ITH every new sub- 


scription to SELLING 

ELECTRICITY, be- 
ginning with the January issue, 
copies of The Special Tungsten 
Number and The Electric 
Advertising Number will be 
included without charge. 








In writing to advertisers, mention “ Selling Electricity,” 
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Sell Electricity 
For Pumping 


There is a tremendous market for small 
electrically-driven pumps. Itis Power Load at 
Lighting Rates. This business is not hard to 
get. You can sell more motor-driven pumps 
than you can electrically-heated chafing 
dishes or coffee percolators and the revenue 
is much greater. 


Simplicity Pumps 
Manufactured by the 
Sanitary Pump Co. 
DAYTON, OHIO 


Mark a great advance in practical pump 
making. For instance— 























This is a cut of our new type of Duplex 
Double-Acting Pump, suitable for any gen- 
eral service up to 150 lbs. pressure, 25 foot 
suction lift and in any capacity up to fifty 
gallons per minute. 


The simplest, most efficient and most re 
liable pump on the market; operates with 
less power and sells for less money per 
gallon delivery than any other. 

Fully guaranteed, and has no competitor 
when simplicity, economy, durability and 
costs are considered. Write for details. 








The Benjamin Tungsten Arc 


Solves the Problem of Artificial Illumination 
Best Lamps ++ Best Fixtures — Best Results 









Furnished with 
or without 
Center Lamp 
Opening 


SYMMETRICAL 2 feet over all, 18 inch Reflector 
CONVENIENT with or without Pendant Switch 
Write for Prices 
Benjamin Electric Manufacturing Co. 
42 West Jackson Boulevard, Chicago 
New York San Francisco 


























Electric Signs 


LETTERS and 
ACCESSORIES 





ats 


Haller Sign Works (nc.) 


319-320 South Clinton Street 
CHICAGO 














In writing*to advertisers, mention ‘Selling Electricity.” 


December, 1908 
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From ? 





Very few men are born wise. 

They must learn. 

How ? 

There are only three ways—by schooling, by experience, by books. 

You can’t learn Central Station commercialism in school because there 
are no schools for you. 

You can’t afford to learn everything by your own experience, because 
experience is costly and takes years to accumulate. 

The only way you can learn is through books —or rather, one book, 
for there’s only one magazine devoted to Central Station business 
getting, and that is 


SELLING ELECTRICITY. 


Subscribers to Selling Electricity learn the latest and best methods of 
business getting. They see the most attractive ads done by other companies. 

They know the plans, methods and systems in use by the successful 
men and prosperous companies. 

If you want to really know the central station commercial game, 
subscribe now! Pin your dollar to this blank. 








CONTINUOUS SUBSCRIPTION ORDER 
FRANK B. RAE, Jr., 
74 Cortlandt Street, 190 
New York City. 
Dear Sir:—Enclosed find $1.00 for which please send me SELLING ELECTRICITY 
for one year and thereafter until I cancel this order. 





Name 
Address 


Company. 











In writing to advertisers, mention 





‘*Selling Electricity.’’ 
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When Choosing a Hat 
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you require good light and plenty of it. Hat men realize 
this, but they do not always know how to get the best 
illuminating results economically. The November issue of 








Holophane 
Illumination 








contains an article on *’ The Lighting of a Hat Store’’ that 
will prove of interest and value to every central station or 
electrical contractor who has a hat dealer for a customer. 
A copy will be sent free on request. 


Address Publicity Department 


HOLOPHANE COMPANY 


227-229 Fulton St., New York 


Boston San Francisco Chicago 























In writing to advertisers, mention ‘‘ Selling Electricity.”’ 

















